eee ee 


Advertisin Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Entered as second-class matter Jan. 9, 1932, at the post office at Chicago, Ill., under the act of March 3, 1879. Copyright, 1945, by Advertising Publications, Inc. 


Vol. 16, No. 23 


June 4, 1945 


10 Cents a Copy, $2 a Year 


“Even an advertising man wants 
2 home of his own,” avers Prac- 
tical Builder. 


But, to be practical, just when 
do you think he would be in it? 
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Jake Sawyer reports that adver- 
tisers are opposed to cooking 
schools of the prewar type. 

But it’s a cinch Jake couldn’t 
find anybody opposed to prewar 
cooking. 
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Steve Early is Pullman’s new 
Washington representative, and his 
duties, the company says, “will be 
concerned with corporate and 
other functions.” 

Don’t forget that Steve is a 
pretty good politician, too. 
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One out of every four ICS in- 
quiries is turned into an order, 
N. W. Ayer is pleased to announce. 

In the big league a .250 batting 
average is considered only fair. 
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If the Fisher brothers carry out 
their plans to have an automobile 
company of their own, the famous 
slogan, “Body by Fisher,” may 
have to be sidetracked for “The 
whole darned car by Fisher.” 
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ADVERTISING AGE runs an edi- 
torial headed, “Should Labor Ad- 
vertise?”’ 

According to W. Pegler, labor 
unions have been getting wonder- 
ful publicity in recent years, and 
it’s all bad. 
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Coleman Lamp & Stove Com- 
pany, of Wichita, gives visitors a 
000k which tells all about that im- 
portant enterprise, and lists local 
hotels, etc. 

But what do they do about get- 
ting a reservation? 
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ADVERTISING AGE editors had to 
condense the name of Country 
Gentleman for headline purposes, 
and came up with Gentleman. 

Somebody should_ introduce 
them to that popular fellow, Coun- 
try Gent. 
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C. A. Heiss, ex-AT&T, is telling 
the Post Office how rates should 
be increased to wipe out classifica- 
hon deficits. 

Walter Gifford is wondering if 
he intends to help out FCC next. 
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OWT’s domestic branch may fall 
because of growing Congressional 
Pposition to the agency as a 
whole 
Like Germany, Elmer Davis is a 
Sick man. 
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Zenith has a new automobile 
di, which works with a foot 
n. With all these new gad- 
motorists are going to have to 


ibidextrous not only manu- | 


‘ut pedally. 
v v v 
B. vd Bullock, who left the Army 


lieutenant-colonel to return 
-E, has resigned. Life in 


eport, circumscribed by pub- | 


reps, account executives 
rinting bottlenecks, must 
seemed rather drab. 

v v v 

bert Hoover, who took such 
ciless beating from the Dem- 
for 12 years, must feel a 
embarrassment to be hailed 
as the great food adminis- 
and world statesman. 


Copy Cus. 
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KINSEY 
| Scateacee ¢ the unhurried 
— WHISKEY 


Blewded ith “know-how” wace 189? 


SURPRISE—"We don't believe in 
meaningless and extravagant claims," 
the salesman tells the barman in this 
copy scheduled by Kinsey Distilling 
Corp., Linfield, Pa., in trade publica- 
tions. J. D. Tarcher & Co., New York, 


is the agency. 


Block Anticipates 
No Improvement 
in Paper Supply 


New York, May 31.—Despite 
rumors that paper restrictions will 
be somewhat eased in the near 
future, there is no reason to be- 
lieve that the pulpwood situation 
will be improved, Frank Block, 
director of the War Activities 
Committee of the Pulpwood Con- 
suming Industries, stated em- 
phatically today. 

Total receipts for the first four 
months of 1945, which amounted 
to 5,331,900 cords, reflect a drop 
of 5% from the first four months 
of 1944, it has been revealed by 
the forest products bureau of the 
War Production Board. 

V-E Day has brought no lessen- 
ing of requirements for pulp’ and 
paper products, said Mr. Block. 
Instead, he drove home the fact 
that on any pro and con balance 
sheet, factors favoring the in- 
crease of pulpwood receipts are 
outweighed by those opposed. To 
those who hope that returning 
veterans and released war work- 
ers will increase the pulpwood 
supply, Mr. Block points out that 
pulpwood cutting is the most 
poorly paid work of all agricul- 
tural labor. It is hard work and, 
as a rule, Mr. Block said, “the 
last resort for rural people.” 


Fewer Prisoners Available 


Some persons have pointed to 
mechanization of wood work as 
heralding increased pulpwood re- 


|ceipts. This, Mr. Block reported, 
Jw more theoretical than actual, 
| with no mechanization at present 
i|to speak of. It is false, he said, 


'to count on more aid from pris- 


Government Rules 
Threaten ‘45 Car 
Production Plans 


Manpower Controls 
Should End at Once, 
Romney Contends 


Detroit, May 31.—It is becom- 
ing increasingly apparent that the 
“green light” recently flashed by 
the War Production Board for 
some durable goods industries had 
a now unmistakable amber tinge. 
Automobile producers, for ex- 
ample, in undertaking partially to 
reconvert their plants and obtain 
materials for WPB-granted out- 
put of 200,000 cars this year, face 
the toughest job they’ve ever 
tackled. 

There are mounting indications 
that the industry’s “road back’”— 
even on the prescribed restricted 
basis—is being hampered and 
hamstrung by complexities 
evolved when the nation was 
fighting a two-front war. Whether 
these will become decisive fac- 
tors in 1945 production remains to 
be seen. That they could easily 
hinder the 1945 auto program, 
even threaten that for 1946, is 
evident in a statement made today 
by George Romney, managing di- 
rector of the Automotive Council 
for War Production. 


Government Rules Hinder 


Probably the worst bottlenecks 
that must be broken, according to 


Mr. Romney, are the complex 
regulatory procedures developed 
jin various government agencies 
| during the period of strict wartime 
controls over manpower, materials, 
production equipment, prices and 
other phases of the national econ- 
omy. 

“The various government agen- 
cies are actually so enmeshed in 
piecemeal relaxation of rules and 


(Continued on Page 58) 
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RESUMES DRIVE—To build the post- 

war market for Stran-Steel framing, 

Great Lakes Steel Corp. has renewed 

its national advertising in newspapers 

and trade publications. Campbell- 

Ewald Co., Detroit, is the agency. 
(Story on Page 8.) 


OPA Seeks Price 
Lists, Catalogs 
fo Check Industry 


Washington, May 31.—OPA 
moved today to strengthen its 
machinery for pricing new con- 
sumer goods, with an amendment 
to pricing regulations requiring 
all consumer goods manufacturers 
to put OPA district offices on the 
mailing lists for their catalogs and 
price lists. 

The regulation is intended to 
help OPA check the prices of new 
goods put out by old-line manu- 
facturers, and to assist the agency 
in establishing ceiling prices for 
consumer goods put out by new 
manufacturers. 

Under OPA pricing policies, 


(Continued on Page 60) 


Last Minute News Flashes 
U. S. Steel to Sponsor Theater Guild on Blue 


New York, June 1.—United States Steel Corporation will sponsor a 
series of Theater Guild programs on the coast-to-coast American 
Broadcasting Company network starting Sept. 9, every Sunday from 
10 to 11 p.m. EWT. Batten, Barton, Durstine & Osborn is the agency. 


Waterman to Sponsor ‘Gang Busters’ 


New York, June 1.—L. E. Waterman Company will sponsor “Gang 
Busters” over a full network, not yet decided upon, as part of its more 
than $1,000,000 advertising outlay, upped 2% times from last year. 
Charles Dallas Reach Company, Newark, is the agency. 


|to handle a campaign in 11 business publications in building material, 


palihew: : | floor covering, furniture and hardware fields to promote its 150th 
(Continued on Page 57) | anniversary. 
| | i ife Account Shifte ir 
| New York, June 1.—Guardian Life Insurance Company of America 
expected to set record. | on July 1 will shift from Buchanan & Co. to John A. Cairns & Co. 
See ‘In Washington,’ The company spends approximately $40,000 annually in newspapers, 
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magazines and business papers. 


Ellis Bishop Named Royal Typewriter Ad Manager 


New York, June 1.—Ellis G. Bishop, with Royal Typewriter Com- 
pany until 1942, and since head of the equipment and supplies section 
of OPA in Washington, has rejoined Royal as advertising manager. 
Delta Airlines Names Adams for New Campaign 


Atlanta, June 1.—Delta Airlines has placed its account with Burke 


Dowling Adams, Inc., Montclair, N. J. 


nounced soon. 


A new campaign will be an- 


Cummings Sets Up 
Largest Wholesale 
Food Organization 


Operating Assets 
Over $20,000,000; 
Same Agencies Remain 


Chicago, May 29.—Nearly com- 
pleted formation of Consolidated 
Grocers Corporation, probably the 
largest wholesaler of groceries in 
the nation’s history, was revealed 
here yesterday by Nathan Cum- 
mings, who will be president and 
majority stockholder of the new 
company. 

Acquisition of Reid, Murdoch & 
Co., Chicago food wholesaler, and 
plans to acquire Dannemiller 
Grocery Company, Canton, O., 
wholesaler, were also announced 
by the 48-year-old wholesale groc- 
ery operator. 

At his large and so far largely 
unfurnished headquarters here, 
Mr. Cummings told ADVERTISING 
AcE that he doesn’t know now 
how or to what extent Consoli- 
dated will advertise or develop 
new merchandising methods, but 
he asserted that he could be con- 
sidered “strongly advertising and 
merchandising-minded.” 


Assets Over $20,000,000 


The company, which he de- 
scribes as a “canner, manufac- 
turer, importer, exporter and dis- 
tributor of food,” will control Reid, 
Murdoch & Co., Sprague Warner- 
Kenny Company, Western Grocer 
Company, Marshall Canning Com- 
pany and Dannemiller Grocery 
Company. It will have total op- 
erating assets in excess of $20,- 
000,000, and the component com- 
panies. are doing an annual busi- 
ness of about $100,000,000. 

Each of the subsidiaries will op- 
erate separately as divisions of 
Consolidated, just as the Sprague 
Warner and Kenny divisions of 
Sprague Warner-Kenny Company 


have in the past. The divisions 
will compete with each other in 
|various parts of the country. 


To Assist Grocers 


“Through this consolidation,” 
Mr. Cummings observed, “we ob- 
tain betterment of facilities for 
giving the 100,000 grocers we serve 
the weapons they will need to 
meet the increased postwar com- 


Form New Firm to 
‘Sell’ Springfield 


Mass., May 29.— 


Springfield, 


Bird & Son Names Doremus; Plans Anniversary Copy Industrial, labor and civic leaders 


P | “re ave ¢ the P — ——s 
East Walpole, Mass., June 1.—Bird & Son, Inc., has named Doremus| here have launched a new Cor 
| & Co., Boston and New York, marking its first agency appointment, | 


poration, Future Springfield, Inc., 
to promote and improve the com- 


mercial and civic welfare of the 
}community. Headed by a group 
of leading Springfield business 
men and industrialists, the cor- 
poration’s first year budget of 
$18,750 has been voluntarily sub- 
scribed. 

An executive director will be 
engaged. It will be his duty to 
“sell’’ Springfield to busine men 
and homeowners in the postwar 
era, and to handle civic problems 
such a the shortage of homes, 
the need for an airport, discrim- 
inatory railroad switching and the 
need for new businesses. 

The corporation, which will 
work with the Chamber of Com- 
merce and the Taxpayers Asso- 
ciation, is being actively supported 
by leading industrial organizations 
in the city. 
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petition that we know is coming.|Sprague Warner division selling 


“Our 4,500 employes and large 
canning, pickling and other facili- 
ties give us the tools we need to 
give the retailer greater ‘know- 
how.’ We can do a much better 
job of supplying dealer helps, store 
displays, merchandising selection, 
suggestions for clean operations in 
stores, and the like. 

“By keeping competition within 
our company, we can expect to 
turn out better merchandise at 
lower prices.” 


No Over-all Sales Group 


He stated flatly that Consoli- 
dated will not set up its own over- 
all selling organization to aid any 
or all the subsidiaries. 

Mr. Cummings was in business 
in Canada until 1939 when he 
became president of C. D. Kenny 
Company, Baltimore. Two years 
later he took financial control of 
the 75-year-old firm, distributor 
of Norwood and Ken-Dawn canned 
foods in the eastern states through 
more than 65,000 dealers. 

In 1942 the Kenny Company ab- 
sorbed Sprague Warner & Co., 
Chicago, wholesaler of Richelieu 
Quality, Ferndell, None-Such, Blos- 
som and Baby Stuart foods. With 


nationally, its canned fruits and 
vegetables sell in competition with 
Kenny foods east of the Missis- 
sippi. 

Grade A Labels ‘Out’ 


When Kenny absorbed Sprague 
Warner there was wide specula- 
tion as to whether Sprague War- 
ner would begin to buy food from 
canners authorized to use the 
U. S. Grade A label (because li- 
censed by the Department of Agri- 
culture to pack under its continu- 
ous inspection). Kenny had 
bought from such canners since 
1940 and had used the Grade A 
label. 

Just the reverse happened. 
Kenny eventually dropped the 
practice of buying such products, 
probably because there are too 
few canners putting out such foods 
under continuous Agriculture in- 
spection and rules. At any rate, 
Mr. Cummings is positive that 
the Consolidated divisions will not 
revert to the use of such labels. 


Takes Over Iowa Firms 


Last year Mr. Cummings pur- 
chased the Western Grocer Com- 
pany and the Marshall Canning 


Company, both of Marshalltown, 
Ia. Western is a wholesale dis- 
tributor in a few states west of 
the Mississippi of Jack Spratt 
foods, and Marshall Canning is 
canner of Marshall Seal, May- 
flower and Uncle William foods, 
and the up-and-coming Brown 
Beauty baked beans, all of which 
it sells to about 900 grocer whole- 
salers (including Sprague Warner) 
ner) throughout the West. 

Reid, Murdoch & Co., Chicago 
wholesaler and marketer of Mon- 
arch and Yacht Club foods, oper- 
ates branches and sales offices in 
14 cities throughout the nation and 
owns a number of canneries and 
packing houses from Indiana west 
to Oregon. 

Dannemiller Grocery Company 
is wholesaler—in Ohio only—of its 
own Black & White food line. 


Agencies Remain 


Mr. Cummings pointed out that 
no change is contemplated so far 
as the management or advertising 
agencies of the subsidiaries are 
concerned. The agencies are: 
Rogers & Smith, Chicago, for 
Reid, Murdoch division; Newby & 
Peron, Inc., Chicago, tor Sprague 
Warner division; The Joseph Katz 
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Taking “The News” in 


Hoosierland is a family affair . . 


because The News is written for the whole family and read 


by the whole family. “Catching them young,” The News 


brings them up from features and funnies through bobby 


socks and basketball to Hoosier Homespun and news of 


of the nations. That’s how, for 75 years, The News has 


built its leadership. The Indianapolis News boasts of hav- 


THE INDIANAPOLIS NEWS 


ing more “one paper” families than any other daily in In- 
diana. It has become a daily Hoosier habit . . and that’s 


why The News, alone, does the newspaper job. 


THe Guat Hossier Daily, Aone, Docs the Newspaper Gob 


NEW YORK 17 — Don A. Carroll, 110 E. 42nd St. 


INDIANAPOLIS 6 


CHICAGO 11 — J. E Lutz, Tribune Tower 


J. F. Breeze, Adv. Dir. 


| newspaper 


Company, Baltimore, for Kenny 
division, and Coolidge Advertising 
Company, Des Moines, for Western 
Grocer and Marshall Canning. 

Weiss & Geller, Chicago, has 
hastily prepared an announcement 
concerning the formation of Con- 
solidated which will run as a full- 
page advertisement in the Food 
Mart News Friday. Mr. Cummings 
said he has not given thought yet 
to the appointment of an agency 
for Consolidated. 

A. A. Sprague, chairman of 
Sprague Warner-Kenny, and S. M. 
Kennedy, executive vice-president, 
will hold the same positions in 
Consolidated. Horace Armstrong 
will continue as president of Reid, 
Murdoch division, of which Mr. 
Cummings will become chairman. 
Louis S. Anderson will continue 
as Reid, Murdoch’s executive vice- 
president. 


SNPA Group Near 
Decision on Site 
for Newsprint Mill 


Atlanta, May 29.—The news- 
print mills committee of the 
Southern Newspaper Publishers 
Association has surveyed 21 areas 
in the South in seeking a location 
for erection immediately after the 
war of an SNPA-sponsored news- 
print mill, and has narrowed the 
location to Mississippi, Alabama 
and Georgia, the three largest pine 
producing states. 

Carl B. Short, general manager 
of the Times and World-News, 
Roanoke, Va., and chairman of the 
committee, reporting to a meeting 
of board members held yesterday 
in lieu of the association’s annual 
meeting, said that the mill will 
process enough southern pine to 
make from 50,000 to 100,000 tons 
of newsprint a year. 


To Build Two More Mills 


At least one other mill will be 
built later in the South. The mills 
will be privately rather than co- 
operatively owned. The associa- 
tion voted two years ago to make 
construction of such mills its No. 
1 postwar objective. 

The SNPA sponsored construc- 
tion of the Southland Paper Mills 
at Lufkin, Tex., which has been 
turning out more than 60,000 tons 
of newsprint annually for several 
years. Newsprint made from 
southern pine is only slightly 
lighter than what is known in the 
trade as Standard Northern. 

It has been estimated that about 
400,000 tons of newsprint is used 
annually by association papers in 
14 southern states. By using the 
product of such southern mills, 
they lower transportation costs 
because hauls are shorter. 


L. I. Daily Appoints 
Publicity Associates 


The Nassau Daily Review-Star, 
Hempstead Town, L. I., has ap- 
pointed Publicity Associates, Inc., 
New York, to handle public rela- 
tions. At the same time, James 
E. Stiles, publisher, has revealed 
that the Hempstead Town Cour- 
tesy-Cooperation Plan, which he 
originated to overcome friction 
created between consumers and 
retailers by wartime merchandise 
shortages and personnel problems, 
will be made available to any 
that can make _ use 


| of it. 


The plan, though copyrighted, 
will be described in a full page of 
basic advertising illustrations es- 
sential to the program in the July 
issue of Metro Newspaper Service, 
published by Metro Associated 
Services, New York. Proofs of 
this page, carrying a complete ex- 


| planation of the plan, will be sent 


to the 1,900 papers on the Metro 
list and Metro will furnish mats 
free on request. 


Valliant Uses Posters 


Advertising Age, June 4, 194: 
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Z em 
THE SUNSHINE of a great victory plays upon ou; 
people. No enemy has trod, no enemy shall ever 
tread, upon our soil. Let us show our gratitude 
by the continued saving which is needed to make 
this country worthy of the men and women 
who preserved it. 


ZY 


GIVE THANKS BY SAVING 


dameed by the Nanoned Seung: Commies 


BRITISH— One of the special ad 
which appeared in the British press o 
V-E Day plus one was this message 


sponsored by the National Saving 
Committee. 
ASCAP Licenses Hotels 


Negotiations between the Ameri 
can Society of Composers, Au 
thors and Publishers and _ th 
American Hotel Association hav 
been concluded with the issuanc 
of a new contract under whic 
hotels will pay ASCAP annu 
fees in quarterly installment 
based on previous annual expendi 
ture for all music and entertain 
ment. To run for five years, th 
licensing agreement requires n 
charge for the use of the ASCAI 
repertoire via master - controlle 
radio transmitted to individu 
guest rooms. 


Ebert Appointed 


Burton E. Ebert, formerly i 
charge of consumer, product an 
market research for Scott Pape 
Company, Chester, Pa., has bee 
named director of research fo 
Ivey & Ellington, Inc., Phila 
delphia. Mr. Ebert is vice-presi 
dent of the Council on Econom! 
Research and a director t 
Market Council Symposiums. 


Hixson-O’Donnell Moves 


Hixson - O’Donnell Advertising 
Inc., has moved its New York 0§ 
fice from Rockefeller Center 1 
the Empire State building, 3 
Fifth Ave. 


Mills to Tyson 


Louis V. Mills, formerly wit 
Curtis Publishing Company, Phil 
delphia, has joined O. S. Tyson 
Co., New York, as an assistant ¢ 
client handling and contact. 


WANTED— 


Samples of You 
WAR-THEME 
PRINTIN( 


Please send us — at once — speci °"s 
all printed matter that you have duce 
| which promotes any of the offic 
theme campaigns conducted by th 
|The War Advertising Council 
| Graphic Arts Victory Committee 
| Kindly attach the name and ac: °° ‘ 
|\the advertiser, the printer, and 
| dividual chiefly responsible for !' 
tion and execution of each piece 
The purpose is to promote th 
war-themes and to gain nationc! 
| tion for those showing highes! 


this essential work. 


ol 


Send all entries to: 


The ‘WAR-THEME AWAR 


Valliant California burgundy, 
product of W. A. Taylor & Co., 
New York, is using a series of 
two, three and 24-sheet posters, 
coast to coast in a related item} 
campaign tying up with popular 
summer foods. Window and in- 
terior display material also will| 
be used and newspaper advertis- 
ing will continue. Charles W. 


Hoyt Company, New York, is the 


jagency. 


345 Madison Avenue, New York N 


Sponsored by The Martin Cant 
Saugerties, N. Y. | 
Specialists in Coated Papers sir 
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If Your Advertising Can Influence Him 


Industry’s shift from war to peace has started. 


Two days after V-E Day, the lid on manufac- 
turing heavy goods was jarred loose. And under 
it we could see plans forming for the first 
millions of new automobiles, washers, refriger- 
ators. But, as these advertisements have em- 
phasized for the past two years, the ultimate 
problem won’t be in manufacturing goods but 
in manufacturing customers. 


For, prosperity doesn’t just happen to us. 
We’ve got to make it happen. 


To make it happen: We’ve got to see that there 
are jobs enough for all willing to work when 
full-time civilian production is resumed. 


To do that—we have to manufacture—and 
somebody has to buy—50 per cent more than 
we did in our best peacetime year. 


There’s only one man in America big enough, 
rich enough, to buy that amount of goods. 
You see his picture above. 


He’s Wage Earner America. 


Right now, his saved-up billions of dollars are 
four times greater than ALL America had saved 


up back in 1918. The spendable cash of his 
income beyond basic, fixed expenditures has 
advanced 92 per cent—while that of America’s 
white collar group has decreased 31 per cent. 


And he wants the goods. His vast capacity to 
consume can dominate the market places for 
the next generation. 


But it’s up to your advertising to lead him to 
those market places...to make these mil- 
lions of Americans reach out for brand new 
standards of living—better than America has 
ever known. 


And it’s up to your advertising to give these 
Wage Earner millions buying confidence . . . to 
reassure them of the SECURITY OF SPENDING. 


Your advertising will need a special kind of 
authority to accomplish that end. It’s the kind 
of authority these millions accept without 
question in Macfadden Publications. 

For they have come to respect deeply the maga- 
zines that served their hopes, their ambitions, 
their aspirations over the last 25 years. 


To them, the editorial columns and advertising 
columns are indivisible parts of these magazines. 


That is why no other magazines in America 
today have greater power to influence the 
Wage Earner millions. 


Headquarters for Wage Earner Information 


The publishers of Macfadden Publications are in a unique 
position. Half of their revenue comes from Wage Earners in 
cash over the newsstand—half from management for its 
advertisements. And just as the publishers have gathered a 
vast store of information on business, they have also gathered 
it on Wage Earners. 


In pursuit of these facts, Macfadden Publications have be- 
come headquarters for every aspect of information on the 
Wage Earner: how he lives and how he works; what he 
believes and what he doubts; what he buys and what he 
plans to buy; how he thinks, what he hopes, what he fears. 
Here, for example, are a few of the titles Research Director 
Everett R. Smith has released toward fulfillment of our 


pledge—‘‘to maintain our service to Industry as the most 
authoritative private source of knowledge and understanding of 
these people—upon whom Industry—and, indeed, our entire 


economic system as we presently know it—must depend.” 


This Changing America «+ What Shall We Do About It 
Pattern for Survival «+ The Workers Look at Management 
What the Workers Want and Expect in Postwar 
Wage Earner Forum, Vol. 2, No. 1, reporting findings on 
Postwar Purchase Plans of Wage Earner Wives 
How They Will Pay for Postwar Purchases 
Sentiment on Installment Buying 
We have still available a limited supply of the above titles. 

They are free on request. 


MACFADDEN PUBLICATIONS, INC. 


TRUE STORY « THE MACFADDEN WOMEN’S GROUP - THE MACFADDEN MEN’S GROUP 


Reaching QOne-Half The Wage Earner Magazine Reading Families 
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More Informative 
Ads to Workers 
Urged by Smith 


St. Louis, May 28.—There are 
certain words which have become 
“naughty words” in the minds of 
workers and which should be 
avoided in advertising addressed 
to them, Everett R. Smith, director 
of research, Macfadden Publica- 
tions, told the St. Louis Advertis- 
ing Club last week. 

“Some of those words are capi- 
tal, labor, profits, reserves, free 
enterprise,” he said. “There are 
numerous others. They are words 
which management so often uses 
in place of thought. They mean 
all things to all men and nothing 
to anyone.” 


Fed Up on Ads 


Declaring that advertising ad- 
dressed to workers must be pre- 
pared with an understanding of 
their viewpoints, interests and de- 


sires, Mr. Smith pointed out that 
the respect, good will and confi- 
dence of workers is essential be- 
cause “they are not only your big- 
gest customers, but they are the 
voters.” 

“Workers tell us,” he said, “that 
they are fed up with advertising 
which tells of the great impor- 
tance of the company’s products 
to the winning of the war. They 
have become disgusted with ad- 
vertisements which tell how the 
battles are being won by the prod- 
ucts of the Wonderful Widget 
Company. They are not im- 
pressed with the advertising of 
their own companies along these 
lines. They are quite unimpressed 
with their own company’s adver- 
tising which tells what a marvel- 
ous job is being done by the work- 
ers in that company toward win- 
ning the war. 


Want Product News 


“ ‘Hell,’ they say, ‘that’s what 
we’re supposed to do. Sure our 
products are good. We fellows 
make them that way. That’s what 
we are supposed to do and other 
guys are doing the same in other 
plants.’ 

“The resentment toward that 


type of advertising, of which there 
has been so much and of which 
there still is too much, reacts un- 
favorably toward all advertising. 

“The workers know and they tell 
us what they want to see in the 
advertising pages. They want to 
know what they will be able to 
buy after the war. 

“They are fed up with the ads 
talking about products which are 
going to be available five or ten 
years from now. They are fed up 
with what they call ‘dream adver- 
tising.’ 


Place Faith in Government 


“They want to know to what 
extent they will be able to buy the 
kind of things they want to buy, 
and what kinds of things they 
should want to buy with their 
savings.” 

It is significant, Mr. Smith said, 
that workers place more faith in 
postwar job planning of govern- 
ment than they do in business, and 
also that, while vast purchases of 
various types of products are con- 
templated, large numbers have no 
brand choice among these prod- 
ucts. 

For example, 26.9% of those 
planning on buying an electric re- 


frigerator have no brand prefer- 
ence, with the figure soaring to 
54.4% on vacuum cleaners and 
36.5% on radios. 


Psychology Important 


Much of the postwar business 
outlook depends on the psychology 
of workers, Mr. Smith said. If 
wage earners are confident of the 
future and will spend the money 
they have accumulated, “they and 
industry have nothing to fear. If 
the wage earners are fearful, then 
they will save and hold that re- 
serve and the very thing which we 
all fear will come to pass.” 

As a consequence, Mr. Smith 
said, advertising should do all in 
its power to convince workers 
that conversion will come quickly, 
to inform them of products they 
can actually buy, and to remind 
them that “their buying and spend- 
ing will create jobs for the other 
fellow who will then be able to 
spend and create jobs for them.” 


Dickinson Leaves BofA 


Frederick Dickinson, sales man- 
ager, Bureau of Advertising, 
ANPA, has resigned, and will an- 
nounce his plans at a later date. 
No successor has been appointed. 


= " 


‘This Chart 
Tells a Story! 


HAT curve represents advertising space in 
THE AMERICAN AUTOMOBILE and EL 
AUTOMOVIL AMERICANO for the past 11 


years. 


It shows a 90% increase in advertising in these 
magazines using 1941 as a base of 100. 


Quickly, it shows that more and more manu- 
facturers who see the handwriting on the wall 
and are desirous of selling the overseas auto- 
motive trade and transport field are advertising 


in THE AMERICAN AUTOMOBILE and EL 


AUTOMOVIL AMERICANO. 


Any one of the 207 current advertisers in these 
specialized export magazines will tell you that 
their advertising in THE AMERICAN AUTO- 
MOBILE and EL AUTOMOVIL AMERICANO 


enable them to maintain their most effective 


and economical 


contact with the 


automotive 


trade and transport field abroad. 


These advertisers too, are securing the advan- 


tages of these many services which the publish- 


ers of THE AMERICAN AUTOMOBILE and 


. 
EL 


able 


AUTOMOVIL 


such as: Trade 


AMERICANO 


Information. 


avail- 
Sales 


make 


Representation, Trade Lead Bulletins, Foreign 


Language Correspondence, Export Printed Mat- 


ter, International Business Bulletins, etc. 


Copies of the booklets “Overseas Automotive 


Markets” 


be sent to you on request. 


F 


and “1945 World Motor Census” 


will 
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160 


based on 1941 a 


The Index of Automotive 
Export fidvertising 


From the records of 
Tu Nomosle & E'fnericane 


Note sharp increase now unde, way 


s 100. 
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Advertising Age, June 4, jog 


Manz Resigns; 
NAEA Appoinis } } 
Drew President } | 


Indianapolis, May 29. Hen 
W. Manz, business manage: of 4 
Indianapolis Times, and r fj 
past year president of the Ney 
paper Advertising Executi\ os 4 ; 
sociation, has announced : at | 


Henry Manz 


Robert Drew 


will resign the association post 
the end of his one-year term 
June 8. 

He will automatically be gy 
ceeded by Robert K. Drew, g 
vertising director, Milwauk 
Journal, who has been Ist vi 
president, while 2nd _ vice-pregiil 
dent James R. Brumby, advert 
ing director, Atlanta Journal, y 
succeed Mr. Drew. The office 
and all directors will serve yp 
the next election. 

With his statement of resigngilm 
tion, Mr. Manz said, “In ord 
to bring about the normal chang 
of administration which woy 
otherwise occur if it were possi) 
to hold our June meeting a 
election, and because of the prem 
sure of other duties, I decid 
some time ago to resign on Ju 
8 %° 


"Mr. Manz added that the assj 


/at a new high in membership, { 
/nancial resources, prestige and ir 


jagain be stressed this year dul 


| 
| 
| 
| 


| 


ciation, as a result of combing 
efforts of the membership, “stan 


. 


fluence.” 


Dairy Month Stresses 
Industry’s Importance 


Essentiality of dairy foods « 
the home and fighting fronts wi 


ing June Dairy Month, sponsord 
by the National Dairy Counci 
Chicago. 

Industry members have bed 
urged by the council to tie i 
with the nationwide promotion 
campaign “to tell your custome 
and prospects that milk, butte 


‘ 
your 
expat 


cheese and ice cream are first gol pre 
foods on any front.” Poster activi 
jumbo seals, consumer leaflet 
bus cards, streamers, etc., hal Thi 
been prepared for local us tield 
Campbell-Mithun, Inc., Chicaggg@® 
agency for the American Dai™jENG] 
|Association, assisted in  prepar 
tion of the promotional materiagjPrece 
ree Dome 
Form Nashville Agency §,,.... 
Noble-Dury & Associates, a ne 
agency headed by Albert Nod The 
and J. W. Dury, has been set | vey, 


in Nashville with offices in t 
Bennie-Dillon building. Mr. Nob 
has handled local and nation 
advertising for Station WLAC! 
the past eight years, and M: Du 
has been art director during ! 
same period for the Nashv 
Banner and Tennessean. 


—s Promoted 


Vincent F. Connelly, Nev £2 
land district manager fo Bele 
Foods, Inc., New York, he ° 
named regional sales. nm :nag 
covering New Jersey, tnel 
Connecticut and _ souther 
York, including New York 
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ll BR your Domestic Engineering Market will be greatly expand their facilities. For the manufacturer of THe following information 
— expanded in the postwar period . . . both in nature heating, plumbing, air conditioning, refrigeration is reproduced from complete report of 
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New Tubes Go to 
Old Radios First, 
WPB Tells Makers 


Washington, May 31.—Mainten- 
ance of existing radio sets arose 
as a threat to the production of 
new radio sets teday, as the radio 
tube industry advisory committee 
heard an announcement that WPB 
is determined that existing sets 
have a priority on the first pro- 
duction of tubes for civilians. 

While large-scale production of 
radio tubes for civilians is still 
only in the talk stage, committee | 
members were instructed to study | 
their distributor systems in an-| 
ticipation of the possibility that) 
Army cutbacks may provide tube | 
supplies soon. 

WPB officials said they are con- | 


sidering authorizing 4,000,000| the earliest possible moment.” 


tubes a 
poses to be produced if and when 
productive facilities become avail- 
able, but officials cautioned that 
there was no assurance the tubes 
could be made immediately. 


Army May Have Excess 


Army spokesmen reported that 
some cancellations of military or- 
ders for receiving tubes are now 
coming through and that “there 
are indications that the service’s 
stockpile position is now being re- 
examined and possibly may re- 
veal an excess of materials in 


| depots.” 


WPB’s presiding officer, H. W. 
Vantwistern, said that mainten- 
ance and repair tubes would get 
a priority over “unrated” orders 
for new sets in order “to provide 
the greatest number of people 
with radio receiving facilities at 


month for civilian pur-| 


Surveys have shown, WPB said, 
that approximately 90% of Ameri- 
can homes had radios at the start 
of the war. Of these homes, ap- 
proximately 9% are now without 
receiving facilities because of the 
shortage of replacement tubes. 


Would Restore 660,000 Sets 


It is estimated further, WPB 
said, that it would require an av- 
erage of one and one-half tubes 
per set to put the home receivers 
now inoperative back into serv- 
ice. “This means, for example, 
that if channeled into replace- 
ments, the first 1,000,000 tubes to 
become available would restore 
666,666 sets to operation whereas 
the same 1,000,000 tubes would 
equip only 200,000 new 5-tube 
sets,” WPB contended. 

On the basis of figures supplied 
by the industry, WPB reported, 


it is estimated that it would re- 
quire 60,000,000 tubes for at least 
the first year to satisfy the re- 
placement demand and restore a 
reasonable stock position in dis- 
tribution channels. 

In proposing a green light for 
replacement over new sets, WPB 
asked manufacturers to determine 
how their distributors could ex- 
tend a priority rating against pro- 
duction departments, and consider 
some method of dividing the in- 
dustry’s production among the 
sales outlets of producers who 
might remain in war work, and be 
unable to supply civilian tubes. 


Appoints Cairns 

Pictorial Review, Sunday sup- 
plement appearing with nine 
Hearst newspapers, has named 
John A. Cairns & Co., New York, 
as its agency. 


wanted: a new car 


Take the figure 253,113* 


tions for 1940) asa starting point. Ob- 
serve the fender dents, the rattles, the 
suppressed desires to go places. Note 
the reports of substantial savings out of 


income. And you have, 


market for cars in quantity. 


The market referred to is Philadel- 
phia, third largest city in the U. S. More 
of its families live in individual homes 
than in any other large city. They have 
a garage for that car and a place in the 


(car registra- 


obviously, a 


one newspaper. 


*% Philodelphia troding crea cor registrations in 1940 were 676,913 


home for the wide variety of articles 
peculiar to home-making. These wants 
and needs are in addition to the regu- 
lar household necessities. 


Philadelphia, in short, is one of the 
leading markets and a highly desirable 
place to lay the groundwork for pres- 
ent and future sales. And it is a rela- 
tively simple matter to reach this large 
block of buyers —for nearly 4 out of 5 
of the Philadelphia families daily read 


Bulletin. 


That newspaper is The Evening 
It has a circulation in excess 
of 600,000, the largest evening circu- 
lation in America. It goes home in this 
city of homes. It spends the evening 
with the people that spend the money. 


In Philadelphia — 
nearly everybody 


reads The Bulletin 


ae 
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Arizona Unit S: t 
Up by General 
Petroleum Cor; 


Los Angeles, May 29.—F.)\5\, 


ing purchase of 65 bulk m. Ke 
ing plants and other ma in 
facilities of Continental Oi! jm, 
pany located in eastern Wa: ing 


ton and Oregon, northern an 
western Idaho and Arizona, Gen 
eral Petroleum Corporation, mar 
keter of Mobilgas and Mo)vjloj 
this week announced formation 9 
a separate Arizona division of th 
company. 

The purchase price of the Conop 
facilities was not announced, }; 
was reported in excess of $1,500. 
000. 

Declaring that it will carry o 
an aggressive marketing activit 
in the former Conoco territorie 
and will utilize existing faciliti 
and personnel as widely as pos 
sible, A. H. DeFriest, General Pe 
troleum vice-president, added: 

“General Petroleum, as a maj 
primary producer and supplier 9 
the Pacific Coast, has a natural] 
superior supply and transportatio 
situation for its own gasoline j 
the area in which it will expan 
its marketing operations by th 
purchase of these Continents 
properties. 

“On the other hand, we under 
stand Continental has been at 
growing economic disadvantage j 
this area and is concentrating it 
marketing investment in territor 
where there is a fully integrate 
operator and aé_ sound, origin 
supplier. All of Continental 0 
Company’s nine refineries lie ea 
of the Rocky Mountains.” 

Stanley A. Wilson, who has bee 
district manager for Arizona j 
General Petroleum’s souther 
California division, has been mac 
resident manager for Arizonq 
Verne I. Powels, formerly mar 
ager of dealer sales for General i 
southern California, has been a; 
pointed assistant resident ma 
ager for Arizona. 


| den. 


‘Ruppert Names Bates 
New General Manager 


| Albert J. Bates, former presi 
|dent of the G. Heileman Brewin 
|Company, La Crosse, Wis., ha 
| been appointed 
|to the newly- 
created position 
| of general man- 
|ager of Jacob 
| Ruppert, Brew- 
|er, New York. 
| Mr. Bates will 
| assist George E. 
| Ruppert, presi- 
dent, and. his \ 
appointment is r" , 
a step in Rup- 
|pert postwar 
expansion 
plans. 

President of Heileman for ' 
past nine years, Mr. Bates 
president of the Wisconsin 5ta 
Brewers’ Association and a dire 
tor of the U. S. Brewers’ Found 
tion, active with that groups C0! 
tainer standardization committe 


Great Named Editer 


Donald Graf, 


| 
~~ 


a 


Albert J. Bates 


former te on 


|editor of Pencil Points, and act 


in architectural work for th 

15 years, has been named b) a0 
products editor of House & Gd 
He will handle reade: 
sis of home building, r 
ing, equipment and maint: ancy 
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EDWARD PETRY & COMPANY, 


Announces 


The Appointment of 


Matthew N. Chappell, Ph. D. 


and 


Alfred Politz 


as 


Consultants, Directing Radio Research 


Effective June 1, 1945 


inc. 


oe 
iinae 


e 194 > i 
Set | 
Fas 
fla. ‘3 
| 3 ‘e 
es 
a 
es 
= 
- 
Bip 
ie 
| bie 
bapa 
’ eRe 3 
eae 
< a 
am 
ee P| gn 
Rae 
- 
as 
eels 
. Bd 7 
foes 
oa “ee 
oe ‘ 
br 2 
"> 
pe 
oo 
= 
bbc: 
oT an 
ee 
ws s 
eis - 
ve 8 
a 
Es 
Bi 
a 
ee 
es a 
‘ wen 
- 
‘Yes 
ee eS. 
I ; 
= 
ey Sa 
Pe ii 
9a 
: a 
, - 
| ‘ - 
a F 
} pers 
i 
| 
. 
Bi 0K! 7” 
| ! 
7 i " 
. Pl Bs * ‘ 3 s 2 “4 ‘ ~ oN. : z 7 


8 


Two New Radio 
Data Magazines 
Ready for August 


Chicago, June 1.—Two new 
radio publications, designed in 
format to facilitate the work of 
time buyers, sponsors and agency 
executives—Radio Market Guide 
and Radio Advertising Review— 
are scheduled for August publi- 
cation, Clair Heyer, editorial ad- 
visor and advertising representa- 
tive for both publications, an- 
nounced today. 

The magazines, with offices at 
360 N. Michigan Ave., will be 
published bi-monthly alternately. 

Mr. Heyer, for four years as- 
sistant radio director under Col. 
E. N. Wentworth, director of the 
livestock bureau of Armour & Co., 
Chicago, is a major stockholder 
in the publications. Others are Al 
Lundrigan of Chicago, and Wil- 
liam Carlson of Rockford, Ill., in 
Radio Market Guide; and in Radio 
Advertising Review, John Harder, 
Lela White, H. V. Voltmer, Ralph 
Johnson, Doyle Baker and A. J. 
Borre, all of Chicago. 


Radio Market Guide will con- 
tain a directory of station market 
data, including call letters of all 
U.S. standard stations, total of 
radio homes in area, method of 
measurement, population, rural 
radio homes, number of farms, 
value of farms and buildings and 
farm income, ‘etc. In addition, it 
will list outstanding programs 
available for sponsorship, station 
highlights and personnel and per- 
sonality sketches. Directory fea- 
tures will vary with each of the 
six annual issues to obtain com- 
plete coverage. 

Radio Advertising Review will 
carry statistical information for 
time buyers, with special infor- 
mation on the farm market. 


Difficult to Obtain 


“One of the greatest difficulties 
in radio advertising,” Mr. Heyer 
said, “is the task agency execu- 
tives and time buyers have of 
obtaining necessary market data 
and coverage statistics for in- 
dividual radio stations. Most of 
the broadcasters supply such in- 
formation, but both time buyers 
and station representatives spend 
literally thousands of man-hours 
getting such data together when- 


ever they are planning a cam- 
paign. It is especially difficult to 
correlate the facts when planning 
spot campaigns. Other publica- 
tions offer station information and 
rates, but there is no single source 
for coverage data except from in- 
dividual stations and/or their na- 
tional representatives.” 

While some experienced time 
buyers are willing to use certain 
stations without checking their ex- 
act market statistics, Mr. Heyer 
pointed out that in making pres- 
entations to clients “they have to 
talk in terms of radio families, 
population . . . retail sales, food 
or drug sales, etc.” 

The C. C. Chapelle Company, 
Chicago, has been retained to col- 
lect all market data for Radio Mar- 
ket Guide. 

Radio Market Guide will be 30 
cents a copy; Radio Advertising 
Review, 25 cents. Printing and 
production of the two publications 
will be handled by Magill-Wein- 
sheimer Company, Chicago. 


POSTPONE TABLOID GUIDE 
New York, May 31.—Publica- 


tion of Radio Reporter & Time 


on May 28 (AA, May 7), has been 
postponed at least a month due to 
difficulties in lining up stations 
for its plan to list daily time avail- 
abilities on every station in the 
country, said Jay Faggen, pub- 
lisher. By May 28 only 68 sta- 
tions had been signed. 

George E. Reedy has resigned 
as editor and his successor will 
be announced soon. Mr. Reedy 
formerly was Washington cor- 
respondent for the Philadelphia 
Inquirer. 

The paper is being financed by 
a Wall Street group headed by 
Emmanuel Cohan. George Gale 
is advertising director. 


Form News Associates 
Bob White, Chicago, food sales 
consultant, has announced forma- 
tion of News Associates, a news 
and publicity service devoted to 
the food field, which will function 
as a division of the Bob White 
service. Paul O. Ridings, formerly 
director of public relations of Mc- 
Cann-Erickson, Minneapolis, will 
direct the service, assisted by Beth 
Snyder, also formerly of McCann- 


Buyers’ Guide, a five-a-week tab-|Erickson’s Minneapolis public re- 
loid paper, scheduled to start here | lations department. 


THE BIGGEST THING IN THE WORLD CAN BE A PI 


The Mighty 7th War Loan Drive is 


now on. 


Each of these bonds is a certificate of 
a stronger partnership in a stronger, 


victorious America. 


Every extra bond you buy is also an 
extra victory punch being delivered at 


just the right moment. 


Since you will get only two chances to 
buy new bonds this year, instead of 
three, you'll really want to dig down 
for this Mighty 7th. Seven billion dol- 


lars worth have been set aside for in- 


dividuals to buy. 


Of course you'll help make it a success. 
For this money means the best guns, 


tanks, ships and aircraft for our gallant 


7. 


OXFORD 
PAPER 


COMPANY 
230 Park Avenue, New York 17,N.Y. 


MILLS at Rumford, Maine 
and West Carrollton, Ohio 
WESTERN SALES OFFICE 

35 East Wacker Drive, Chicago 1, Ill. 


| 


coming 


a new pt ystwar 


our part. 


Superfine, Maine 


ECE OF PAPER 


ers 
eo?” 


fighters. It means amazing new bomb- 
ers and jet-propelled planes. It helps to 
ship men and materiel halfway around 
the earth to finish the Jap. 


These bonds mean benefits at home, 
too. Someday they will help sendason or 
daughter through college—or go toward 


home or automobile. 


Yes, it’s the Mighty 7th. Let’s all do 


>><~< 


Included in Oxford’s line of quality printing 


and label papers are: Enamel-c oated — Polar 


fold, White Seal, Rumford 


Enamel and Rumford Lithe C18; Uncoated 
— Engravatone, Carfax, Aquaset Offset, Du- 
plex Label and Oxford Super, E.F. and Antique. 
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Revive Stran-Ste «] 
Advertising: 26 
Dailies Included 


(Picture on Page 1) 
Detroit, May 29.—Great I 
Steel Corporation has resumed 
vertising to re-establish its na 6 

and that of its Stran-Steel 
vision in the minds of the pu 
and prospective dealers, in a ca 
paign directed to the metropolitan 
farm, industrial, architectural 


nd 

building, and banking and biusi- 
ness markets. 

For several years prior to the 

war the division fabricated and 

sold nailable steel framing for in- 


dividual homes, apartment build- 
ings and large housing projects. 
During the war the framing has 
been used in military warehouse 
and barracks construction, and jn 
the company’s mass production of 
Quonset huts for the Navy. 

After the war Stran-Steel farm 


and industrial buildings will be 
marketed, as will the nailable 
framing for houses of various 


types. 

During the remainder of 1945 
the company will run 1,000-line 
ads in 26 newspapers in metro- 
politan cities, and full-page in- 
sertions in farm, trade, business 
and financial papers. Campbell- 
Ewald Company, Detroit, handles 
the account. 


Ford-Ferguson 
Tractor Output Set 
at 1,000,000 Units 


Detroit, May 31.—One million 
Ford-Ferguson tractors—the ma- 
chines often quoted as promising 
to revolutionize agricultural meth- 
ods—will be manufactured an- 
nually in Detroit, Harry Fergu- 
son, board chairman of Harry 
Ferguson, Inc., predicted today. 

The tractors, which will be pro- 
duced by Ford Motor Company, 
will be priced at between $500 
and $600 when volume output is 
reached, Mr. Ferguson said. The 
company intends to manufacture 
other farm implements, in addi- 
tion to 160 devices for use with 
tractors. An average of 10 imple- 
ments will be used with each 
tractor, he predicted. 

Four million family-size farms 
in the U. S. now employ animal 
power, Mr. Ferguson said. The 
western hemisphere alone will 
provide a market for 17,782,000 
tractors and more than 177,000,- 
000 implements, he declared. 

Manufacture of the Ford-Fer- 
guson tractor was launched 
1939 at Ford’s Rouge plant. War- 
time production has been heavil) 
restricted, but WPB’s new polic) 
on durable goods manufacture will 
{result in increased output. 


Maclean Changes Name 


Effective immediately, Maclean 
Publishing Company, Toront 
changed its company nam: 
|Maclean-Hunter Publishing ‘| 
;pany. Management remain 
| changed, with Col. John B. \iac- 
|\lean, founder, as chairman o: tht 
_ board; Horace T. Hunter, 
|dent; Floyd S. Chalmers, exe 
| vice-president, and B. G. Ne 
| Vice-president. 


NPA to Meet June 12 


| National Publishers Assoc 
will hold a one-day summe! 
ference and golf outing a’ ti 
Wykagyl Country Club, Ne\ 
chelle, N. Y., on June 12. In 
problems will be discussed. 


‘Everybod 5 
Getting 


Canby Indus? 


THE NEWSPAPER 
CONFECTIONERY 81 


FIRST in 
CIRCULATIC 
FIRST on Candy 

ADVERTISING 

Schedules 


CANDY INDUSTRY * Don Gussow, Editor & 
33 West 42nd Street, New York 15 ps 


cA 
—_ 
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Ryan to Haire Ad Staff 


John T. Ryan has resigned as 
advertising manager of Interiors 
to join the advertising staff of 
Home Furnishings Merchandising, 
Haire publication. 


Barbour Joins Hubbard 


Robert L. Barbour will resign 
as vice-president of the Under- 
writer Printing & Publishing Com- 
pany on June 8 to become asso- 
ciated with G. Monroe Hubbard, 


public relations counsel, New 
York. Mr. Barbour formerly was 
public relations assistant of Mu- 
tual Life Insurance Company of 
New York. 


Joins Sylvania 

Edward G. Adams Jr., formerly 
assistant advertising manager of 
Dennison Mfg. Company, Fram- 
ingham, Mass., has joined Sylvania 
Electric Products, as advertising 
manager of the lighting division. 
His offices will be in Salem, Mass. 


We're making up our minds!” 


—and perhaps for a lifetime—because high 
school boys and girls are forming product- 
preferences today that will have a perma- 
nent influence on their buying habits. 
these impressionable, responsive young peo- 
ple by advertising in Scholastic 
Magazines—read and studied 
by 2,000,000 high school 


students. 


SCHOLASTIC PUBLICATIONS 
220 E. 42nd St., New York 17, N. Y. 


Sell 


Gamble-Skogmo 
Sales Hit Peak: 
Plans New Stores 


Minneapolis, May 29.— Easing 
of wartime restrictions will be fol- 
lowed fairly promptly by increased 
sales and earnings, Gamble- 
Skogmo, Inc., operator of Gamble 
stores, predicted this week in an- 
nouncing that its 1944 sales hit 
an all-time peak. 

Sales for the full year amounted 
to $38,235,406, up 5.31% over 
1943, the company’s annual report 
reveals, and sales for the first 
three months of this year have 
exceeded sales for the correspond- 
ing months of ’44 by almost 30%. 
Total net income last year was 
$887,704, compared with $851,815 
in 1943. 

Gamble-Skogmo operates 301 
Gamble stores in 18 midwestern 
and western states, and serves 
1,289 authorized dealer stores. 
During 1944, the company ex- 
panded its soft lines, including 
such items as wearing apparel, 
yard goods, notions and kindred 
merchandise, and expects these 


lines “to contribute appreciably 
toward making Gamble stores 
buying headquarters for almost 
all home and farm needs.” 


Expands in Canada 


The company also entered into 
negotiations for the acquisition of 
a substantial interest in Mac- 
leod’s Ltd., a Canadian company 
operating 27 retail stores and a 
mail order business in Manitoba, 
Saskatchewan and Alberta. In still 
another field of operation, it ar- 
ranged for export of its merchan- 
dise to Caribbean, Central and 
South American markets and ex- 
pects to draw on additional 
sources of supply in these foreign 
markets. 

Among the store units in which 
Gamble-Skogmo is now testing 
new lines and methods are a Fil- 
bert store, specializing in variety 
merchandise and operated on the 
five-and-ten plan but offering 
higher priced goods as well. Stores 
of this type will be operated when 
present restrictions on merchan- 
dise and personnel are eased. 

The company also is operating 
several Jerdon shops, featuring 
women’s ready-to-wear and other 
style items, and expects this type 


SHOWMANSHIP... by the gallon 


It will be interesting to see what the showmanship department thinks 


up next week when WBBM puts on “All This and Heaven, Too!” 


product’... and. 


COLUMBIA OWNED 
50,000 WATTS « 780 ke 


When a chain store advertising 
executive writes: 
“We have had a number of our 


managers tell us that customers 


come in and ask for that new 


47 
.. our sales 


are unusually good...” 


When “that new product” has 
been on the air with but 

one announcement a day for 
only 7 weeks*— it’s evidence 

of WBBM showmanship in action. 
If you have a movable object, 
we have an irresistible force 

in the Chicago market. 

By the pint or the pound, 
merchandise moves when 


WBBM showmanship is applied. 


*THE PRODUCT: Soil-Off 


THE PROGRAM: Paul Gibson's 
Housewives’ Protective League 


Represented by Radio Sales, 
the SPOT Broadcasting Division of CBS 
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to be an important factor in t- 
war expansion. The Gamble doe. 
partment store, operating P 
complete shopping unit with | oth 
hard and soft lines, is labe! 
present-day experiment, but (hj. 
type of store “stands high iy ir 
postwar expansion and dey: 
ment plans,” the firm decla os 
The Skogmo’s store, handling 
lines exclusively, is designed » »j- 
marily for communities whe) 
definite need is seen. 


OPENS FASHION STORE 


Chicago, May 29.—Spiegel, [nc 
has opened a new fashion store jp 
Sheboygan, Wis., as part of its 
expanding retail division. 

The Sheboygan unit is the firs 
under the Spiegel name to carry 
complete lines of dresses, coats. 
suits, accessories, furs and small- 
wear. The mail order company 
also owns and operates the Sally 
and Beverly stores and a group 
of one-price dress shops. 

A catalog order desk has been 
made a part of the new store. 
which is ultra-modern in design, 
employing huge “picture win- 
dows” and fluorescent lighting. 


Vulcain to Sackheim 

Vulcain Watch Company, New 
York, has named Ben Sackheim, 
Inc., New York, as agency for 
its men’s and women’s Grand Prix 
watches. National magazines wil] 
be used. 


Younkers to Iowa City 
Younkers department store, Des 
Moines, Ia., has leased two down- 
town buildings in Iowa City, and 
will operate a retail store there 


j}after the war. 


Weiner Appoints Waters 


Weiner Blouse Company, New 
York manufacturer of Ann Wynn 


| blouses, has appointed Norman D. 


Waters & Associates, New York, to 


‘handle a forthcoming campaign in 


fashion and women’s magazines, 
business publications and _ roto- 
gravure sections of newspapers. 


NO DISPUTE 


A good space buy- 
ed is not a politi- 
cian lobbying for 
minorities. 


He is a statesman 
concerned with 
the wishes of the 


people. 
His task is aggra- 


vated when news- 
paper rivalries are 
closely contested. 


In the City of 
Washington there 
is no dispute. 


oe oa 


eH  - 


Pa TA Se 


Editor and Publis! 


Times Ba Teral : 


WASHINGTON, D. C, 


TIMES-HERALD 226,596 
The STAR . 192,045 
The POST . 158,05 1 
The NEWS . 102,934 


As of September 30th, 1944 


National Representatives 
GEO, A, McDEVITT CO. 
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On V-E Day, President Truman proclaimed that ‘‘our blows will continue 
until the Japanese lay down their arms in unconditional surrender.”” What 
does the Army’s blueprint for the all-out attack on Japan look like? How 
will our vast forces be shifted from Berlin to Tokyo? Who will go? Who 
will stay? Who will be demobilized? When and why? 


By GENERAL BREHON SOMERVELL 


Commander of the Army Service Forces 


The main Jap army of 6,000,000 men has scarcely felt the 
war. Thus far we have been encountering only small island 
garrisons. That’s why we can’t demobilize more than 20 per 
cent of our troops, at the most, before Japan is defeated. That’s 
why we are already transporting millions of our troops and mil- 
lions of tons of equipment from Germany and Italy, 14,000 miles 
to the Philippines. Unless you and all Americans comprehend 
the immensity of the task we face, our program, says General 
Somervell will be grievously hindered. To understand our Army’s 
problem, read “The Biggest Moving Job in History,” the Com- 
mander of the Army Service Forces’ authoritative article in the 
July issue of The American Magazine, now on the newsstands. 


Y/ 
~j/250 PARK AVENUE, NEW YORK 17, N.Y. 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER'S, AND WOMAN'S HOME COMPANION ~~ “ “s, 
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ARE INTELLIGENCE TESTS 
WORTH WHILE? 


Announcing the Second American 
Magazine Monthly Poll of Experts, 
Conducted by Arthur Kornhauser, 
Ph.D., of the Bureau of Applied Social 
Research, Columbia University. 


Do intelligence tests really show 
how bright or how dull you are? 
Are they really useful and profit- 
able in sorting people according to 
their mental capacity? We have 
asked these questions of the na- 
tion’s best-qualified authorities on 
the subject. You'll find their inter- 
esting and revealing conclusions in 
the July issue of The American 
Magazine, now on the newsstands. 


Share your American Magazine, then save it 


for the Government's waste paper drive. 


ec 


at 


é 
i, 945 a 
' t. es 
le e. 
a a - 
h ix th & be a. 
aS f ee oe 
at this fs; = ae a 
i eee. « ke SA | * ht ae cial 
Ci S a) Yee 3 * ’ = , — = we 
ng soft eae AS ,s ] oh 2. oe ieee 
" Oa + if Ege FF, ot a ue "a 
h ) —— ios : ad a a iy 3 os pps. — . a 
bres cca 4” St pe fk 
& i  - —* oe “GE eee eee. 
Se oye ~~ NO" P eee ae = fe, Stars 
ay Neer ee SS aa 
en Stas : o. ee ae cs Cas a 
2] ne Gr eves, % 5 o fe S%.. ¥ ae a er a ar jie ; » 
tore in , sf SS a oe i to el Gas 2 
S < — ew “ay on ~ ie 3 i wanes F od 
i ll :. ie Pe © tie 
se s i a a See MMe ae 
A 7 o % Bc CS a 4 gee Pac Sr ius nee : 
Co3 % — et <a ty ae ee | oe SS eee 
= *®  £ [as a Re a a. 4, 
ite “es a ee ‘ 
. ia cs coal a ¥, j 
oie * se ee ae ye «, a tad Weare seek j f fe ve = 
Fee ee Po ee eg wigiaedee —<aeciNee, ; “ &> 8 ee x) 
e ae sa ee hye aie ae ee oa se - oe. ewes, Te et, aiton's ae ~ Bats a 
ie _ Beale Sy aera ~ ee. ae j 2 eS iii 
ok : e4 oe j i i 4 Bi ze ret 4 id ook 3 é $s ed rs 
ae - as a teh ae > L - : —e 3 
Eee Bae — 5 A i " eam a a <—y  ES e.. gave he: 
| |. é a re a * : a = Ff & : ieee Bee e a 
si Sa as sat Be - PAs eS * 0 s % ie est SSS : c 
See ele a in a at. ~ | dae ed Pe ae ee: See ae sk 9 rrr ee 
— ll — .—l ee ae - 
EE bs eS — SS a ee = : — as Pe a i ; ; 
ee 7 ae. bad =" ae , a ee 
= ee . ae ~~ nae ji ee Pe ae. a es 
aK a ests es é Bete. aS ee So 
48a | ee ce : 
ee aay es 5 eee RR OS ee Seon a a ee gat 0 J 
SSS es 4 he Bini Cig ts Rea eae ey See SE I aa Te ee rr 
et ee Pe seo te . : ae a ee oe = = > & Ss 2 Re : Soe o si ee a peck 
| OF ee ae ae aes os oe as Sas = a — aes ., ie a 7 
GOS ee Te Bo oe Pee Re ee : See Jy $ —— = _ eee ee nn ; : 
Geeta ea sei : ea 4 * REE SS. Heer SS sie tie oe ae SS Se a Be . a eee ras 
| | Beet ctes: re > aes - a= aes Been ote a) Ne SRR: te Reig a =o Beams wes = = SS bs Sai 
en os 1" ba, ee et ai cee Be et i ass te # = seni ’ ee ee ba. 2 Rue hg ar) 
Fea Bey 6 Sees Pee ee Bas Ne > e.. eg e Sl : - “y He me 
Ges: pices P % eae. ee ger x i Rm BS a tie ae is Pg 
¢ a Sie a ct ae ae ™ es ee : oe a . ; P = wed ? * é a 
es es : : ee xe pee “ Pe 4 eee ee /~ he # ee. > J ™ e - oe 3 8 . 3 4 $ 
GEO RP a eS ee ee ee ak ie ean } “se 3 SS 205 oe 
. . ‘ ‘oe Ss % oa. eel . - be eget ae 
a ae ‘ fg an ok —— ; per, ae 
eg — saiienades § : 2 ae r Be a, é 
oe %e tie a aie A Ss es .. Se os Ri (ae > Sige 
° tgs 8 ee ew es ee MG F 
ete he . Besant a 
ie. | 
>rs. Beets. b: thee ~ We ‘ ied 
pee es, a te 
ie NER ~ = ai 
. x Pe ee - sg eer 
Lites _ S es s < 
’ - ee ie: ae } 
, = waa = ie — i oe ae 
q . oh hee 
a aan 
| a 
. Bis a 
c = 7 Parma Be 
: \ Ss a 
a 
; oe 
om . 
: a. 
tae 
ee 
sgreerr 
e ; 
era 
=> 
ai OUT “" 
e 
. *en¢, 
” ln 
——. Now (Mleipo. > 
eu fe A ~ My 
ne 
j al 
et} & S 
7 “ ¥ a 
i ~ = 
. peso % 4 
<i * 
é —- es * a # - 
4 = * ae “akg 
Co. >+-ar Ss 
4 tonll bo | ~ re | 
© 
a ‘THE CROWELL-COLLIER PUBLISHING CO. Coy pM Hay “ 
—— eer AM § Aipsy Z J 
_ / dei / 
7 . . . 
~ ‘ laa ac’ te . . " . x z i - , bh Oe wh - iz ndithe & J 3 ‘ [= 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered in U. 8S. Patent Office 
ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 
Member Audit Bureau of Circulations, Associated Business Papers, National 
Publishers Association, Advertising Federation of America. 


Published at 100 E. Ohio St., Chicago I! (Del. 1337); 330 W. 42nd St., New 
York 18 (Br. 9-6431); 1226 National Press Bldg., Washington 4 (Re. 7659). 


G. D. CRAIN, JR., President and Publisher; S. R. BERNSTEIN, C. B. GROOMES, | 
O. L. BRUNS, Vice-Presidents; B. G. REHM, Treasurer. 
| 


Editorial Department: S. R. Bernstein, Editor. Lawrence M. Hughes, Executive | 
Editor. John B. Miller, Managing Editor. Stanley E. Cohen, Washington Editor; | 
Murray E. Crain, Emily Hall, Doris Lawton, James McGuinn, Robert Murray, Jr., | 
Robert Granitz, Betty Bates, Frances Jameson, Associates. Correspondents in All | 

Principal Cities. | 


Advertising Department: Charles B. Groomes, Advertising Director. J. P. Dobyns, 
Manager Sales and Service. New York: Carl Doty, Eastern Advertising Manager: 
Halsey Darrow, T. K. Worthington, G. A. Ahrens. Chicago: O. L. Bruns, Western 
Advertising Manager; J. F. Johnson. San Francisco (4): Simpson-Reilly, Ltd., Russ | 
Bldg., Wm. Blair Smith, Manager. Los Angeles (14): Simpson-Reilly, Ltd., Garfield | 
Bldg., Walter S. Reilly, Manager. Ft. Lauderdale, Fla.: Eugene A. Smith, 315 | 

S. E. 17th Ave. . | 


Vol. 16, No. 23 10 Cents a Copy, $2 a Year, 


What's Wrong with OPA? 


Debate on legislation extending|ency to inflation, it has always | 
the life of the Office of Price Ad-|been true during a period of this | 
ministration, which under the|kind and remains true today that | 
present law expires June 30, has|the best possible antidote for in- | 
shown that while there are many |flation is the production of more 
criticisms of the manner in which | goods. Supplying consumer needs 
the agency has been administered,|and absorbing excess purchasing 
there is general agreement as to|power is the obvious solution to 
the necessity for maintaining price|the problem of what to do with 
controls. We believe that both war-made “hot money.” 
business and the public under- | OPA wants to see prices on goods 
stand why restrictions cannot be|made during the reconversion pe- 
removed until supplies are more|riod held as closely as possible to 
nearly able to balance demand. _prewar levels, and to accomplish 

With this basic understanding | this is forcing manufacturers to | 
established, what is the reason for |disregard general increases in the | 
the almost universal condemnation | cost of doing business, even though | 
of OPA by the business men who | recognizing the effects of increases 
have been forced to live and work |in the cost of materials and labor. 
under its direction? There are|And it is holding down or reduc- 
many detailed causes, but we be-|ing distributors’ margins in some 
lieve the principal one is that OPA fields to retain 1942 prices, even 
has been more interested in “hold- | where increases in manufacturers’ 
ing the line” than in any other ob-| prices have been authorized. 
jective, including increasing the These are all theoretically de- 
supply of goods in fields where/|sirable aims, but if they interfere 
marked scarcities exist and public} with the maximum production of 
needs are acute. goods and the rapid reemployment 

The bogey of inflation has been |of workers released from war in- | 
held up at all times as the danger | dustries, plus those returning from | 
most greatly to be feared, and it/military service, OPA may be in| 
is true that there are many power-|the position of having conquered | 
ful inflationary forces at work, in-|the threat of inflation only by cre- | 
cluding the huge public debt, the ating the deflationary situation 
tremendous holdings of govern-| which will result from widespread | 
ment bonds by the banks, and the | unemployment. And the latter is 
large reservoir of consumer sav-|not only a possibility, but a fact 
ings, including investments in|which is rapidly becoming the | 
war bonds. But while price con-|Number One hazard to continued | 
trol, per se, is a valuable and nec-| national prosperity in the transi- 
essary method of fighting the tend- |, tion and postwar periods. 


June 4, 1945 


Trade Association Functions 


Wendell Berge, of the anti-trust|the marketing and distribution | 
division of the Department of Jus-| phases of the industries they rep- | 
tice, offered some constructive sug- | resent, that a much larger number | 
gestions to trade associations in his | are now doing both research and 
recent testimony before the Senate promotion than ever before. This 
small business committee. While! is a logical trend which will be | 
the Department has _ proceeded | accentuated after the war. 
against a number of trade The small company which is not 
ciations in recent years because of in a position to undertake re- 
alleged practices in restraint of search of a fundamental character 
trade, the field open to these or-|in either the product development 
repre- or marketing fields should profit 


asso- 


ganizations, especially in 


senting the interests of smaller) immensely by the work of the | 
business men, is large enough to) trade association in its industry. 
justify the maintenance and ex- Joint effort of this kind may be 


if the opportunities of 
business are to be main- 
a certainty 


pansion of their services to mem- | necessary 
little 


tained, because it is 


bers. 


Mr. Berge emphasized in his 


comments the importance of in-| that research will be the key to 
dustry research in the fields of|the expansion and development 
product development and market-| policies of the leading companies 
ing. We have noted heretofore, as|in practically all fields of manufac- 


turing and distribution in the post- 
war 


the result of 


sociations which are 


inquiries among as- 


interested in era. 


—KMBC Heart Beats 


"Wrong again, neighbor. . . . It isn't my radio and | can't shut it off!" 


— 


No Time Out 

Gruen Watch Company seems to 
have solved the problem of get- 
ting oodles of radio time with- 
out being annoyed with the neces- 
sity for paying for it. As detailed 
in a recent issue of the company’s 
house organ, Gruen was plugged 
in three consecutive half-hour 
programs over the NBC coast-to- 
coast network: “The Great Gil- 
dersleeve,” Jack Benny, 
“Truth or Consequences.” And 
that’s only the beginning, to-wit: 

“The Gruen jingle was again 
carried recently on the Bob Hope 


|show, sponsored by Pepsodent.. . 


This time the skit in which it 
was used was a scene where Bob 
Hope, accompanied by Bing Crosby 
who was guest starring, appeared. 

“Ken Murray at this writing 
has already used a Gruen jingle 
plug on Old Gold’s ‘Which is 
Which’ program (CBS) on three 
different occasions, in addition to 
the plugging of the Gruen watch 
in his ‘Blackouts of 1944’ show 
now in its third year at the El 
Capitan Theater in Hollywood. 

“Kay Kyser has several times 
made the Gruen time signal the 
subject of quiz questions on his 
‘Kollege of Musical Knowledge.’ 

“Gruen is also continuing to 
blast away on weekly radio tie- 
ins which likewise are broadcast 
over coast-to-coast stations. At 
this writing, these are as follows: 
‘People Are Funny’; ‘Ellery 
Queen’; ‘Vox Pop’; ‘Glamor 
Manor’; ‘What’s Doing, Ladies?’; 
‘Meet the Missus’; ‘Darts for 
Dough’; ‘Guess Who’; and ‘Never 
Too Old’.” 


V-E Day Wonders 

There is no end to the wonders 
that occurred on V-E Day, and no 
end, either, to the remarkable fa- 
cility of the human mind in at- 
tributing wonders to the most 
trivial thing. The most insignifi- 
cant, and therefore the greatest 
V-E Day wonder which has come 
to our attention developed in the 
factory of The Hospital Specialty 
Company of Cleveland. At pre- 
cisely 8:55 a. m. on V-E Day, “just 
five minutes before President Tru- 
man proclaimed Germany had sur- 
rendered,” a sanitary napkin ma- 
chine disgorged one napkin so im- 
perfectly made that the filler was 
wadded into V shape at one end. 

This occurrence seemed so re- 
markable and so significant to the 


company that a picture of the nap- 
kin, captioned as a “symbol of the 


victory in Europe already achieved, | 


and symbol of the victory in the 
Pacific which is inevitable,” was 
sent to jobbers and distributors. 
Over 100 letters, we are told, came 
back, commenting favorably on 


| this V-E Day message. 


Aren’t you excited? 


, . 
aig | New Jingle Twist 


Malcolm Howard Advertising 


| Agency, Chicago, which developed 


the repetitive “Dad’s Old Fash- 
ioned Root Beer” radio announce- 
ments to the repeated pounding of 
congo drums, and thereby ap- 
parently ushered in a new era of 
radio commercials, has developed 
a new sports twist to tie up with 
the idea that “the crowd always 
calls for Dad’s.” The famous La- 
Conga rhythm and the beating 
tom-tom, we are told, are still an 
important part of the new series, 
with the sports angle introduced 
to lend variety to the theme. 

It took your Ad-libber a couple 
of years to discover that the tom- 
tom announcer was saying “Dad’s 
Old Fashioned Root Beer” and not 
“Razzle Dazzle Root Beer,” but 
the tremendous success of the 
promotion is ample proof. that 
your Ad libber is deaf or dull, or 
both, 


Jottings 
In the meantime we learn that 


residents of San Francisco object | 


strenuously and seriously to 
“Frisco.” In fact, the San Fran- 
cisco Advertising Club insists that 
“the use of Frisco should be re- 
sented wherever seen or heard.” . . 

Horace Peterson, advertising 
representative of Temple Topics, 
Chicago, fraternal monthly, seems 
to have a brand new method of 


attracting attention for his letters. | 


At least, one came into this shop 
not so long ago, all neatly set in 
type, including the address and 
salutation. And it was a personal 
letter, too. . . 

More than 200,000 orders for 
Easter gifts were received and 
handled by the Army Exchange 
Service Headquarters, New York. 
Apparently service men overseas 
were determined to make sure that 
the folks back home got a proper 
assortment of things, ranging from 
perfumes to pillow covers. The 
AES publishes a gift catalog, and 
has received about one-half mil- 
lion orders so far this year... 


| The following documents mz, 
be secured without charge fro, 
companies sponsoring then. , 
through ADVERTISING AGE, by ap 
/national advertiser or adver'igs; 
agency executive writing on }j 
| business letterhead. 


| No. 2513. 
row. 
The shift from war to peace ap 
the possibilities of business ey 
pansion when people able to by 
can purchase what they desire , 
| possess, are brought out in th; 
analysis of the Los Angeles ma 
ket scene. The study, compile 
by William Dover, manager of thf 
business research division of th 
Los Angeles Examiner, is replet 
with tables and charts dealin 
with population, employmen 
payrolls and postwar purchases, 


No. 2505. Pacific Panorama. 
The Columbia Pacific Networ 
tells in this plastic-bound bookle 
how the region it serves ha 
changed during the war and j 
entering its most promising perio 
economically, and how the ne 
work may be used to reach thé 
entire West Coast market area. | 
is handsomely illustrated by pho 
tographs, charts and maps. 


A Close-up of Tomor 


No. 2495. The Philadelphia Mar 
ket. 
| Sales area maps divided intj 


| routes, with tabulated market dat 
| for corresponding areas and route 
|give a complete picture of th 
| Philadelphia market in this book 
| let issued by the Philadelphia Ev 
/ning Bulletin. The compilatio 
includes population, dwelling unit 
radio homes, wholesale and retai 
outlets and sales. 

No. 2499. Reemployment of Vet 
erans. 

| This 60-page booklet, prepared 
| by the Time, Inc. Service on Post 
|war Information, concludes tha 
the responsibility of providing sat 
_isfactory employment for veteran 
will rest primarily on private in 
dustry. It points out that the 
must be planning not only ) 
-manufacturing, which normal 
|supplies about one-fourth of 
|total jobs, but also by commerce 
the service industries and agricul 
ture, where the other three 
‘fourths of the jobs must be found 


| No. 2500. Consumer Panel Repor 
on Range and Cooking 
Habits. 

The Product Use and Develo? 
ment Division of Good House kee? 
_ing has issued this report on ! 
‘survey of consumers repres«ntili 
‘a national cross section of ‘i 
magazine’s subscribers. The 2 
sight into equipment usage 
cooking habits, likes and d 
should be of interest to ma 
turers in relation to their 
/war production and merch nas 
‘ing plans. 


No. 2498. The Medical Ma <et 


Modern Medicine has 
this report showing the 
tials of the four billion 
medical market and a brea °0 
indicating how the dollar \ \U 
is distributed. 


No. 2477. Market Study ne 
Chain Variety Store Fi 4 
Chain Store Age has issu 
market study, which cont 
map of the U. S. showing lo 
of 674 variety chain headqu "** 
by states, number of stores >? 
ated by leading chains in ° 
state, and number of stores 0P® 
ated by variety chains in 10° Pp! 
cipal cities. A supplementa 
indicates stores operated | 
portant sectional chains th 0% 
out the country. 
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When Bill Barker sits down to a Board meeting, he dominates the 
discussion, not by virtue of a loud voice, but because of that acuity 
of mind and soundness of judgment that made him president. 


Bill Barker not only thinks for himself. He thinks for a lot of other 
people, too. He is typical of the significant people who regularly 
read Newsweek — prefer its clear-cut reporting and news 


interpretation. 


t 


your advertising problem is to sell an idea, whether it’s a plastic 


oO 


a personal plane, sell it first to the Bill Barkers of America. 


= 


ot only do they themselves constitute a solid high income market, 


rr 


t they start the trend of acceptance that leads new products 


nal 


volume distribution. 
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TRIOTIC SERVICE 


THE SATURDAYIE 


I 


C 
Leading Merchants 

B 
Supply Free Mailing of ‘ 
Post Yarns to Members o 
of the Armed Forces E 
Throughout the World p 
a ; 
Ss 
Sz 
Sa 
Fig ree nation’s great retailers mar- ‘the Post especially for the Armed Forces. Ce 
shal their facilities, energies and per- ie 
sonnel to join The Saturday Evening Post in Posty Hit perc ypc st pool n » 
a nationwide patriotic service to the Armed , he 
Forces. Millions recall the U. S. Treasury Depart- Mi 
Aware of the urgent need for good read- pe - oo - anny Foe sci eee Ne 
ing material among service men and women a eee ee eet ee ee W 

throughout the world—the Post invited ee ee quparenans ee ve! 
leading stores in all of the forty-eight states the — War Bond Sales Campaigns of 
the entire war. ’ 


to cooperate in supplying this need. 


Millions of Post Yarns Mailed as Gifis 


Through the immediate and wholehearted 
response of the country’s retailers, millions 
of service men and women at home and 
overseas will receive free copies of Post 
Yarns—the reading hit of this war. Sixty- 
four-page, pocket-size books containing 
articles, stories and cartoons selected from 


Tribute to the Unconquerables followed 
and again 280 of the nation’s great stores 
rallied with the Post to give the 4th War 
Loan a dramatic national impetus. 

The Saturday Evening Post wishes to 
express its deep appreciation to America’s 
retail merchants for joining in this patriotic 
service to the members of the armed forces 
from their communities. 


THE SATURDAY EVENING 
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n's}Leading Department and Men’s Wear Stores Join i 
\VJEVENING POST in a oe Se 


\I/ i % Ws gi ae “ we . 
i} el a A Wot WZ IEWU 000 


CO-SPONSORING STORES—POST YARNS-FATHER’S DAY PROMOTION—JUNE 9th THROUGH JUNE 16th 


Because the demand for Post Yarns is so great—only these 219 stores 
could be included to assure every store having an adequate supply. 


ry ALABAMA INDIANA Springfield. .... Barth Bros. Clothing Co. Middletown..........The Central Store 
erm epee ..Pizitz Evansville.............. Leo Schear Co. MONTANA Springfield............... Vogue Shop 
PRBS RRS ee eg: Hammel’s Fort Wayne...... Patterson-Fletcher Co. Great Falls The Hub—Thisted’s  oledo.-------.- Seen: B. R. Baker Co. 
Montgomery.......... Montgomery Fair Gary....The Hub, Henry C. Lytton & Co, °S™ SSP ste ' Youngstown. . , The Strouss-Hirshberg Co. 
ARIZONA Hammond........ Edward C. Minas Co. NEBRASKA Dayton.........+.++. The Metropolitan 
Mantington. ......0005. i ee GUNES, cavcdcsspunegnce cas Magee’s OKLAHOMA 
Douglas....Levy Brothers Dry Goods Co. Indianapolis......... Wm. H. Block Co. Omaha.......... J. L. Brandeis & Sons é Ei 
PRD 60s cinvdenesaeness.s Korricks’ South Bend............... Robertson’s NEVADA — City..... —, “a & = 
Por ry *” rown-Dunkin Co. 
ARKANSAS verre Wate... pry Dry Goods Co “a Weivc inane Praag ey Rem OREGON 
Lee J. F. Sample Co. ONO... sees ees ray, Reid, Wright Co. 
Little Rock.......... The Gus Blass Co, Cedar Rapids........... The Killian Co. : Portland. .......... mew & Pram Se. 
__ = =— (a RET ENE Beno’s NEW HAMPSHIRE PENNSYLVANIA 
CALIFORNIA Des Moines.......Younker Brothers Inc. | Manchester....... Charles M. Floyd Co. Allent Hess Brothers 
rere J. F. Hink & Son Sioux City............ T. S. Martin Co. NEW JERSEY Altoona.......The William F. Gable Co 
FPOORO. ..0.5.. E. Gottschalk & Co., Inc. KANSAS Atlantic City.......... M. E. Blatt Co. Bethlehem. . Silverberg & Goldberg, Inc. 
Glendale....... The Famous Dept. Store Hutchinson Wiley Dry Goods Co. East Orange.......... R. H. Muir, Inc. Erie... . Trask, Prescott & Richardson Co. 
Long Beach................ BB en RRS yf Bm Oe Weiss & Epstein Harrisburg Pomeroy’s, Inc. 
Los Angeles................ Bullock’s cating ae "The Stiefel Stores Co. Maplewood............ R. G. Cole, Inc. Lock Haven........... Weaver & Probst 
Pasadena.,.......... F.C. Nash & Co. Topeka Ray Beers Clothing Co. Morristown............... Salny Bros. Philadelphia.......... Gimbel Brothers 
I é c+ ceedavsveons Hale Bros. i. ee eee Henry’s Newark....... L. Bamberger & Company Pittsburgh............... Kaufmann’s 
Ses eaDiis. Gilg 2 Paste biden oe KENTUCKY gg iaaleaaa tana eners | Wena Foaler Dick & Walker 
. t s Oe eee @O2 OO64 68668 6 0.6 S i e i 
ff Orr ee Hale Bros. eae. eens aa . Steckler’s Plainfield Ey Pee ree ree Tesser‘s intel a — 
. HH ‘ 
COLORADO teetie’ ey oon © a 7 REC ORI Mink’s RHO | 
: ae ouisville...The Stewart Dry Goods Co. Trenton..... F. W. Donnelly & Son, Inc. Pawtucket............ David Harey Co. 
y ’ 
Colorado Springs........ Giddings, Inc. Paducah........... Paducah Dry Goods Providence The Outlet Co. 
re The Denver Dry Goods Co. ON i ee, 
Pueblo. .. . The Crew-Beggs Dry Goods Co. Seite nen Dalton Co,  AIDUAUEFAUE....- sees eens Stromberg’ s SOUTH CAROLINA : 
aton Rouge........... e Dalton Co. Terre ree ee Kerrison’s 
CONNECTICUT New Orleans NEW YORK 
Bridgeport......... The D. M. Read Co. The Leon Godchaux Clothing Co., Ltd, Albany............--..0ee. Whitney’s SOUTH DAKOTA 
Greenwich........ Franklin Simon & Co. Shreveport........ Selber Brothers, nc, AMBUIR. 0. cc ccccccccvcceees Egbert’s Aberdeen.......... Olwin Angell Store 
Rs a6. n an eneti oe G. Fox & Co. MAINE Binghamton............... -McLean’s TENNESSEE 
MENS dod cccncsacesess Harry Israel | ewiston B. Peck Co Buffalo............. The Kleinhans Co. Chattanooga Lovemans, Inc 
Middletown Prd gana ks James H. Bunce Co. Pp rtl d aS oS ees A. H , B : it & C ‘4 Flushing TCrrer ht ‘Wereree as Abramson’s Kn ap agpeaaiaagie Bits. Miller's 
New Britain......... tana le seses. » > Soe ah 0UlU RR McKinstry Store } amt *  B Lowenstein & Bres., inc. 
New Haven.......... J. Johnson & Sons MARYLAND Laer Eagle Clothing Co. N title’ ihe Petway-Reavis Co. 
aaah et tage C. 0. Miller Co, Baltimore............... Hutzler Bros. Jamaica............ Gertz, Long Island MINE s seve ee sees i 
Waterbury............ Howland Hughes rene ks ates aneeuael z. Son em ana’ ee, Co. TEXAS 
RGOTHOWM. 0 ccc ceccescess man’s Lockport....... erc aly, Clothiers = Dallas.............. Titche-Goettinger 
: DELAWARE MASSACHUSETTS Middletown Sassesne ee dene Kassel Bros. El Paso eee. ee Popular Dry Goods Co. 
Wilmington. .John A. Carlson Men’s Store — Boston Filene’s Mount Vernon.......... Langdon Shops Fort Worth......... W. C. Stripling Co. 
Fall River... oo Paul Woltman Newburgh... .Farrington’s Store for Men — Houston.............+.50. Foley Bros. 
DISTRICT OF COLUMBIA ti ndealaladltchaiapa Macartney’s Niagara Falls...............Amberg’s San Antonio................-. Joske’s 
Washington............. The Hecht Co. Lawrence................ Macartney’s eg sida Geese + UTA 
FLORIDA — febeededae Dickerman & McQuade Port Jervis.......... Levin's Dent. Store Salt Lake City............ 2 ¢. @. LL 
Sx ckvbbadevdns Daaeaet Magrane’s aia = 
Jacksonville........ Furchgott’s, Inc. Poughkeepsie....... Luckey Platt & Co. 
Miami oft ere ee ge . .Burdine’ s, Inc. New edtord pee en ee walt Spiced teases Rochester, ...The National Clothing Co. Burlington Yn ny Wright 
| RS ete. Maas Brothers, Inc. Springfield... . Albert Steiger Company _  MPPOPTU Ler Tree Nelson's, Inc. Ritiand. |... Carbine Clothing Co 
West Palm Beach....... Burdine’s, Inc. Woprcester....... Denholm & McKay Co. sie pad heeie ‘én oy om a IRGINIA _— 

GEORGIA RL 0.6 0.49. 0:5.00 9 ey Brothers 0. —— 
ptialiadl foc MP salads Rich’s Detroit oa ag bie ba rrr. Wm. pny A oe Ferns beeowns wet? hoe gaged s 
Augusta........ ....J. B. White & Co. = Fying A. M. Davison Co. Watertown........ F. A. Empsall & Co a aa ae aed 6H Hei - _ = 
r > Shlilaladahdahtie yA. Kirven Co, Clint... eee eee t Jee sceces » A. 0. oanoke...... . H. Heironimus Co., Inc. 
Means Burden Smith & Company Grand Rapids.......... Herpolsheimer’s White Plains................. Stone’s WASHINGTON 
Savannah. ........+. Leopold Adler Co. oo Sie s aan H. iKositchek go _ NORTH CAROLINA EPP ere reer Bon Marche 

IDAHO PUR a ee i ccnekneessacenss Osmun’s Asheville..............- 4. Bon Marche Spokane... .. ... errrre et Emry’s, Inc. 
Boise C. C. Anderson Co, Saginaw......... W. C. Weichmann Co, Charlotte............. J. B. Ivey & Co. = Tacoma. Rhodes Brothers 
loaho Falls. 322000, C. C. Anderson Co, MINNESOTA eg ooh ib Ay: mig wellyg og “WEST VIRGINIA 
seer eres o ° igh Point.....Wright-Cline Shop, Inc. 

ILLINOIS ee mas . The — ——, ya toed Winston Salem. ..Norman Stockton, Inc. Charleston... . . The Diamond Dept. Store 
ee PRT ee ot eE Alshuler’s Rochester... .. .Leo Cronin’s Men’s Shop NORTH DAKOTA me amg Pa epee oy yee 
; cago. The Hub, Henry C. Lytton & Co. St. Cloud................... Fandel’s Fargo......... Herbst Department Store as ela el dhl a 
: nw Al es ce ae aay R Bing PCG exkanceauens The Golden Rule Grand Forks.......... Herbergers’, Inc. WISCONSIN 
Joliet A) e hub, an = “ae St 0. MISSISSIPPI errr re cence mR cc cocawe ata . C. Prange Co. 
Moline. acacia & Kuhl ON SOMBER, oicccccocecscsss Kennington’s OHIO KONOHA. «2+. e ess Beil Clothing ae 
Ork Park eee Alex Loeb, Inc. kron.............. The M. O’Neil Co, Lacrosse... +--+ eee. Newburg’s 

The Hub, Henry C. Lytton & Co, Vicksburg..... The Valley Dry Goods Co. Canton.......... Kobacker’s Dept. Store aoe Near — - big een 
PO itch edeeksd Block & Kuhl Co. MISSOURI Cincinnati....The Mabley & Carew Co. i taccrash ales bladed cei ae ae 
ROG css caw ceed Block & Kuhl Co. Columbia...............0.....  —ts”:sCS et The May Co. WYOMING 
R SO Pe Gorham’s Kansas City.............. Rothschild’s Columbus.............. The Union Co. DES c:h:6 keds 0004 bE R eases Kline’s 
WTC sé beads ecguwnee Myers Bros. St. Louis............ Famous-Barr Co. Hamilton....... The Heyman-Fisher Co. Cheyenne................ Pasternack’s 
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Palmer Opens Agency 
Fred A. Palmer, who recently | 
resigned as secretary-treasurer of | 
Stokes-Palmer-Dinerman, Cincin- | 
nati, has formed the Fred A. Pal- 
mer Company, with offices in the | 
Union Trust building, Cincinnati. 
The agency will deal exclusively 
with radio advertising and as con- 
sultant to radio stations. 


Royal Takes New Duties 

Edward Royal, a partner in the 
New York advertising agency, 
Royal & de Guzman, has taken 


over the additional duties of re- 
search director for the company’s 
enlarged research department. 


Rugby to Ralph Harris 


Rugby Products Corporation, 
New York, leather novelties, has 
appointed Ralph Harris, New York, 
to handle its account. Magazines, 
trade publications, direct mail, 
newspapers and point-of-sale ma- 
terial will be used, with the fall 
magazine schedule including Es- 
quire, Good Housekeeping, The 
Saturday Evening Post and True. 


Illegal Magazines 
Cannot Be Sold, 
WPB Board Rules 


Washington, May 29.— A WPB 
appeals board ruling today pre- 
pared the way for the release to 
the scrap paper drive of 5,000,000 
detective and comic magazines, 
allegedly printed in violation of 
wartime paper restrictions. 

The precedent came in a finding 
by the appeals board that the Neo 


Gravure Printing Company, New 
York City, was guilty of negli- 
gence in accepting an invalid 
paper quota certificate from R. B. 
Laffingwell Company, Chicago, 
publisher of The Guilty. 

The printer had asked the board 
for permission to distribute 250,- 
000 copies of the publication, cur- 
rently frozen by WPB order. In its 
appeal, the firm said that it had 
not been aware of the fact that 
the publisher was exceeding his 
paper quota. 

In refusing permission for sale 
of the publications, the appeals 


Best Customers. 


| OF AMERICA'S BEST DEPARTMENT STORES | 


Vote TIME tops 


EXAMPLE NO. 3_____a survey among the charge-account customers of HUTZLER BROTHERS COMPANY, Baltimore 


Hee BROTHERS of Baltimore is one of Amer- 
ica’s top-flight stores. Recently the store compiled 
a list of 1,000 of its best charge-account customers. 

Then Fact Finders Associates, Inc., sent these people a 
questionnaire asking: 1 What are your first and second 
choice magazines? 2 What magazines (all kinds) do you 
read regularly? 

In reply, these top customers voted Time their favorite 
magazine over any other except ad-less Reader’s Digest. 
And, second only to Life, more of them read Time than 
any other magazines—even those with circulations 3 and 
4 times Trme’s. Similar surveys in other cities, in other 
stores, show similar results.* 


Top families like these are the most important of all 


to advertisers who sell to and through department stores. 
For Tre’s million copies go into homes where men and 
women can buy more things and more expensive things— 
when they don’t have to cut down on day-to-day buying 
to make up for an important purchase like a refrigerator. 

Because they have twice as much to spend as the aver- 
age family, these families set the buying pace for the rest 
of America. The best place to reach them is in the pages 
of the magazine they like best—the pages of Time. 


“Example No. I, Joseph Horne Company, Pittsburgh .. . 
No. 2, Rich's, Atlanta... No. 3, Hutzler Brothers, Baltimore 


Your best customers vote [i TM tops 


AUVERTISING OFFICES e« WEW YORK . CHICAGO . 


BOSTON PHILADELPHIA e@ 


CLEVELAND «© DETROIT © SAN FRANCISCO 
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|board said the printer’s harc shj 
‘was “self-imposed, and not di fer. 
ent from that of other prir ters 
‘who have dealt with unrel\)j 
|promoters issuing invalid ce) ‘if. 
|cates of quotas.” The board | el 
that the printed magazines c. .lq 
be sold only as scrap. 

The decision highlights the © u,p- 
rent WPB drive to tighten up on 
use of paper by organizati ns 
which exceed their quotas un je, 
the magazine order, L-244. [| ast 
week the agency warned prin‘ ers 
jagainst 21 publishers sponsor ing 
'40 comic and detective magaz) nes 
(AA, May 28). 

The cleanup is tied tu an amend- 
ment to L-244 which requires 
|printers and distributors to check 
the validity of the publications 
which they handle. Fines and 
penalties are provided for non- 
cooperating organizations. 


Krug Issues Appeal 


In reporting the finding of the 
appeals board in the case of The 
Guilty, WPB said it will affect the 
release of 5,000,000 copies of 17 
comic and detective magazines, al- 
ready printed and frozen into 
stock. 

Meanwhile, WPB Chairman J, 
A. Krug expressed grave concern 
over the current low receipts of 
pulpwood and the continued drain 
on mill inventories. 

Extremely bad weather in some 
producing areas, coupled with 
early ice and snow break-ups in 
the north, made it difficult, if not 
impossible, to move large amounts 
of wood cut last winter, resulting 
‘in decreases in current mill re- 
‘ceipts, Mr. Krug explained. 
| Current reports indicate that 
| production is substantially behind 
ithe goal of 40,000,000,000 feet of 
lum ber and 16,000,000 cords of 
|pulpwood for 1945. Every effort to 
overcome existing difficulties must 
‘be made and production stepped 
‘up, Mr. Krug warned. 


i Agency Expands 
| Hopson Advertising Agency, 
'Philadelphia, has moved from the 
'8th floor of the Commercial Trust 
building to larger quarters on the 
| 9th floor, Suite 920. { 
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EXACT-PHOTE-COPY 


Trade Mark and U.S. Pat. Penc 
@ NO CAMERA 

 @ NOFILM 

_  @ NO DARKROOM 


| 

This machine is a must for ever) 
department of an adver’ sing 
agency. An EXACT-PHOTE-C 9?! 
machine pays for itself in a f° 
time. Your Art, Traffic, Pre due 
tion, Publicity and Radio De at 
“ments will find many jobs fo: ‘hs 
speedy machine. 


A single copy takes about 4 7" 
utes to ee 24 Additional c pie 
_can be made in about | m wit 
_each. No focussing requirec - 
copies are same size . . . ma. ne 
does not become heated. / 2!" 
able in several models from 8 !0 
to 24"x36". Sold complete © 2°/ 
to operate. Priced from $& * 
$425. Write for literature 2"° 
complete price list TODAY! 


GENERAL PHOTO PRODUCTS ©. 
CHATHAM, NEW JERSEY 
Telephone Chatham 4-5012 
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a ES, it’s a pretty picture .. . and the 
ret income received from dairy prod- 
oun ucts in Oklahoma makes a mighty 
all “pretty picture,” too! $50,000,- 
“OPY 000 during 1943 (government figures) from 
seit some of the finest strains of “best producers” in 

America. All this income means a marvelous 
M market for your product regardless of what you 
— make for sale. You will also find that the cost 
ay 7 of securing your share of this business will be 
4 yi low when you TELL and SELL the people of the 
re “Magic Empire” through the pages of the news- 


papers THEY READ! 


OIL CAPITAL NEWSPAPERS 


TULSA WORLD #£TULSA TRIBUNE 


MORNING @ EVENING @ SUNDAY @ REPRESENTED NATIONALLY BY @ THE BRANHAM CO. 
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Future of Price 
Control Act Is 


Still Uncertain 


Relaxation Will 
Be Sought on Floor 
by Taft and Thomas 


Washington, May 31.—With less 
than 30 days remaining before 
price control authority expires, 
the OPA renewal bill found itself 
the subject of such controversy 
in Congress this week, that Sen- 
ator Robert F. Wagner, chairman 
of the banking and currency com- 
mittee, issued a call for assistance 
in beating down restrictive amend- 
ments. 

Hearings have yet to begin in 
the House. 

Sapped by the absence of nearly 
half of the Senate on “official 
business,” administration forces 
were admittedly hard pressed in 
their struggle to renew price con- 
trol “as is” for another year. 


Two Points of Opposition 


Opposition appeared to come 
from two central points: Elmer 
Thomas, Democrat, chairman of 
the Senate agriculture committee, 
demanding protection for farm in- 
terests, and Robert A. Taft, Re- 
publican, who has introduced an 
amendment to lift all wage con- 
trols and most price restrictions 
on Jan. 1. 

The Thomas amendment, which 
has Taft support, would force OPA 
to change its price policy to give 
processors of every agricultural 
commodity a reasonable profit, 
without regard to the over-all 
profit position of the business. 


Take Fight to Floor 


Administration spokesmen, in- 
cluding Price Administrator Ches- 
ter Bowles, and Economic Stabi- 
lization Director William H. Davis, 
were called before special sessions 
of the committee this week as 
Wagner battled to beat down the 
limiting amendments. With their 
help the bill emerged unscarred on 


How to greet G.I. Joe’ 
‘ ae back to his 


saat / 


What's the simplest, most spontaneous way 
to say “hello” advertising-wise to G.I. Joe 
when he resumes his interest in Btu’s and 
kilowatts as chief engineer, power super- 
intendent, or maintenance engineer at Every- 
body's Machine Company? 


On-the-job chats with these men by 
POWER PLANT ENGINEERING'S field 
staff suggest that power equipment adver- 
tising stick to its knitting—help Joe get 
back in the swing of things by answering 
such questions as: what's new, where and 
how do I use it, what will it save us, where 
do I get it? 


Write for our latest field bulletin. It de- 
scribes power problems of your customers; 
points the way to resultful 
postwar advertising. 


ABC + ABP 


53 W. JACKSON BLVD. CHICAGO 4, ILL 


the floor, where Taft and Thomas 
will renew their fight Tuesday. 

Leaders frankly admit that they 
fear a weakening of price control 
at a time when unemployment 
will inevitably become prevalent. 
Strangely enough, the opposition 
insists it hopes to guard against 
prolonged unemployment by as- 
suring that prices for new goods 
stimulate production. 

Meanwhile, WPB_ Chairman 
J. A. Krug predicts that in three 
months, unemployment figures, 
now estimated at 800,000, will 
jump to 1,900,000. While Mr. 


Krug expects that these workers 
will be reabsorbed as reconversion 
gets started, the feeling is strong 
here that runaway prices at this 
time would be more damaging 
than ever before. 


Unemployment Rising 


WPB consultants are advising 
the government that cutbacks in 
Detroit have already resulted in 
considerable unemployment, and 
a 25% wage reduction for thou- 
sands of additional workers who 
have gone from a 48 to a 40-hour 
week. 


Consumer support for OPA and 
price control as they have func- 
tioned during the past year was 
expressed by representatives of 
20 national organizations which 
have proclaimed “Fight Inflation 
Week” June 10 to 17. 

The groups include the National 
Council of Catholic Women, Na- 
tional Education Association, Na- 
tional Board Y. M. C. A., Ameri- 
can Association of University 
Women, Council for Social Action 
of Congregational Christian 
Churches, Disabled American Vet- 
erans, National Council of Jewish 
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Women, consumer organiz. tions 
and CIO, AFL and railroad » oth. 
erhoods. 


Want ‘As Is’ Law 


Donald Montgomery, educ: tion 
director for the CIO, said tha’ the 
groups would be satisfied »jth 
renewal of the act as is, alth ugh 
he would prefer repeal of p: yj. 
sions preventing use of govern. 
ment standards in pricing. He aig 
the consumer groups were not 
pressing for grade labeling, by; 
merely for the use of standards ip 
pricing. 
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riz. tiene Mr. Montgomery directed his|relaxation of pricing standards| * H ina’ was publicity director of the in- 
d on fre at the Taft proposals, asserting|now would result in dangerous Industrial 9 dustrial division. 
tha’ they would result in a “profit| uncontrolled inflation. He insists Names Two New Editors ——_—_-. gOWER IN THe r) 
insurance law” rather than a price| that the Thomas and Taft propos-| John Findlay, formerly with| Sunruco Resumes Ads © Up, 
con:rol law. als would make price control ad-| Cramer-Krasselt Company, Mil-| Sun Rubber Company, Barber- > Ye 
duction ff In defense of his proposals,|™inistratively impossible. waukee agency, has joined Indus-|ton, O., is resuming a consistent} 4 
tha’ thefSenctor Taft contended “OPA’s —__—_ trial Marketing, Chicago, as man-|trade campaign for its Sunruco - y 
2d’ vith ff price policy has been so strict that Acquires Box Paper aging editor, succeeding Lane Witt,|line of rubber products, designed| 2 —*_ % 
although nobody can live under it. They quis pe who has resigned to become exec-| primarily to reestablish brand rec-| i 
f provi.ffare pushing people out of busi- _ Capital stock of Packaging Pub-|utive secretary of the National In-| ognition. Full pages in trade pub- eve = 
govern. MM ness.” ; ; lications, Inc., Chicago, publisher | dustrial Advertisers Association. lications will be used during the i€ 
He «aid Senator Wagner had maintained |of American Box Maker, has been| Halsey Darrow, eastern editor|remainder of 1945, but consumer ee AR arsa8 
ere not f™tha' the law should be renewed as| acquired by Howard Publishing| of IM, has transferred to the sales| advertising is being withheld until ane eveeinhespe 
ing, bu:fis, with verbal instructions for Company, Chicago, publisher of| department, and will be succeeded| products are available. Norman “* 
darcs in OPA to review its pricing policies.| American Paper Merchant and|by Thomas Destelle, also formerly|E. Malone, business consultant, ‘peek 
Mr. Bowles has contended that any | American Paper Convertor. with Cramer-Krasselt, where he! Akron, is the agency. TEXAS: LOUISIANA 


ssja virtue to take care of 
ty|jthan to acquire it.” ow 


Carefully avoiding the dangers of direct assault, 
those who prate of a more abundant life for all— 
regardless of degree of talent or industry—strive % , st? 
to make thrift unfashionable. Spend! That's the 
magic formula by which they would conjure up 
perpetual, universal prosperity. They deny the 
virtue of thrift as practiced by our fathers—the 
laying aside of something for that rainy day... 
building an inheritance for one's children. By 
confiscatory income, inheritance, and gift taxes, 
they would scuttle the ship—kill any incentive to 
consider thrift a virtue. 


We, at Chilton, see the need for a revival of the 
belief in the virtue of industry and thrift. And, 
while we recognize that it would be folly to stint 
on any expenditure that will bring closer the end yam 
of the war, we feel strongly that right now is the Me 
time for Government to take the lead and set the 

example in a movement to make old-fashioned 

thrift the vogue once more. 


CHILTON COMPANY (INC.) 


Chestnut and 56th Sts., Philadelphia 39, Pa. 
100 East 42nd Street, New York 17, N. Y. 


THE SHREVEPORT TIMES 
a 


Chilton sources and influence are world-wide. Chilton 
Company (Inc.) has an equal interest in Business Pub- 
lishers International Corp. publishing THE AMERICAN 
AUTOMOBILE (Overseas Edition); EL AUTOMOVIL 
AMERICANO; INGENIERIA INTERNACIONAL _IN- 
SUSTRIA; INGENIERIA INTERNACIONAL CON- 
STRUCCION; and EL FARMACEUTICO. 


In the Ark-La-Tex 
Ol Area, KWKH, 
. with its 

| 50,000 Watts 
is the No. 1 Medium 
with full coverage 
and SELLING 
POWER in this 


prosperous market. 


REVIEW OF OPTOMETRY e@ THE JEWELERS’ CIRCULAR-KEYSTONE MOTOR AGE 


THE SPECTATOR PROPERTY INSURANCE REVIEW e Oz & W. 


OUR AL an AUTOMOTIVE AND AVIATION INDUSTRIES e 
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20 
New Esso Show 


Standard Oil Company of Cali- 
fornia is now using two West 
Coast newsmen, Jim Doyle and 
Bud Rutherford, to handle its Don 
Lee-Mutual Pacific war news 
series, heard Monday through Fri- 
day. The show was previously re- 
ceived via New York, featuring 


Lowell Thomas. Batten, Barton, 
Durstine & Osborn’s San Fran- 
cisco and Hollywood offices handle 
the account. 


Vanderbilt Appoints 


Vanderbilt Tire & Rubber Cor- 
poration, New York, has appointed 
Schacter, Fain & Lent, New York. 


For 16 Years— 


County Agents, Vo-Ag Teachers and 
Extension Specialists have read Better 
Farming Methods for the same rea- 
son you are now reading Advertising 
Age —It's their business magazine. 


BETTER FARMING METHODS 


(Watt Publishing Co.) 


“ 


MOUNT MORRIS. ILLINOIS 


Six Join AFA 

Recent new members joining the 
Advertising Federation of America 
are WSAI, Cincinnati; Hotel & 
Restaurant News, Boston; Ross 
Roy, Inc., Detroit; Evening Lead- 
er, Corning, N. Y.; Wildrick & 
Miller and Motor Boat, both of 
New York. 


Morrison Promoted 
R. B. (Bob) Morrison, with 


Collier’s for 17 years, the last five 
on a special aviation assignment, 
has been appointed northern Ohio 
representative, succeeding Dean 
R. Matson, who has been named 
western advertising manager of 
Crowell-Collier Publishing Com- 
pany. 


Kellogg Appoints 

Harold F. Muntz, formerly head 
of domestic institution sales of 
Kellogg Company, Battle Creek, 
Mich., has been appointed head of 
export sales. G. C. Clarke, for- 
merly with the Canadian advertis- 
ing department, London, Ont., has 
been transferred to Battle Creek 
in charge of export advertising. 


Retail Furniture 


Group Restrains 
Trade, FTC Says 


Washington, May 29.—The FTC 
has issued a complaint against the 
National Retail Furniture Associ- 
ation, alleging conspiracy to sup- 
press competition and restraint of 
trade in the sale of furniture. Of- 
ficers, directors and member trade 
associations are also charged with 
the alleged offenses. 

The commission charges the de- 
fendants with having enforced 
rules for the past decade restrict- 
ing direct sales of furniture to 
consumers, allowing manufactur- 
ers to exhibit to dealers only and 
to quote prices only to dealers, 
and setting up requirements for 
recognition as a dealer. The NRFA 
has boycotted and_ blacklisted 
dealers and others who have not 
abided by its rules, the FTC 
charges. 


Rau Answers Complaint 


In Chicago, Roscoe R. Rau, ex- 
ecutive vice-president of NRFA, 
today said, ‘““We cannot understand 


That's Read by Private Flyers — 
and Fixed Base Operators — 


: 


FLYING offers the direct, low-cost ap- 
proach to the mass buying power of the 
aviation market .. 
circulation, the largest of any aviation 
publication. It provides broad, overall 


. There’s power in its 


coverage of civilian flying. FLYING’s 
readership dominates this field, the first objective of 
any sales program aimed at those who buy, or sell—or 
use aircraft, parts, accessories and services. 

Private flyers, a high-income group, prefer FLY- 
ING. Likewise, the great majority of fixed base oper- 
ators read FLYING because it tells them what they 
need to know about planes, markets, trends and de- 
velopments. Together, these groups offer a vast sales 
potential, NOW—and in the tremendous air market 


that will continue after victory. 


Why Flying Is Tops for Consumer Products 


Read by distributors and consumers alike . . 


. The 


same advertising sells the distributor and helps him 
sell... Exceptionally high reader interest—reflected 
in an amazing response to advertising ... Ona milline 
basis, or by any other “‘yardstick” of advertising cost, 
space rates are low, FLYING offers more circulation 
(236,648 ABC)—and circulation of top quality. 

Ask a FLYING representative for the full facts about 
the industry's only comprehensive coverage. 


ZIFF-DAVIS PUBLISHING COMPANY, 185 North Wabash Ave., Chicago 1, Illinois—Offices: New York - Washington - Los Angeles - London + Toronto 
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just what technicalities my jd 
the bases of the complaints yp; 
they are analyzed. While we hay, 
not yet had time to study the ge 
tails of the technical complai: ¢. 
will, of course, at the prope: 

welcome the opportunity of clay! 
fying to or for the FTC the na 
of our position and activitie 

“The NRFA has consistent 
erated on a platform which 
the mutual interest of consume 
and the industry. The education 
programs conducted in the 
have been directed against m 
representations. The entire 
relations program of the ass» 
tion was discontinued when wa 
was declared in December of 194) 

“We are positive that such mo. 
tives and the programs conducte 
are entirely within the objective 
sought by the FTC.” 

The commission takes the pos 
tion in the furniture case, and jy 
the Allied Merchandising Corpor, 
tion case which it completed ea 
lier this month, that retailer group 
must not seek to influence the 
activities of manufacturers an 
wholesalers. Late in March th 
commission issued an order pro 
hibiting the National Retail Te 
and Coffee Merchants Associatioy 
Chicago, spokesman for 170 hon: 
service merchants, from pressuring 
suppliers (AA, March 30). 


Chappell to Owen 


Charles Chappell, an art dire. 
tor of Arthur Kudner, Inc., Ney 
York, and with that agency sinc 
its inception in 1935, has joined 
John H. Owen, Inc., New York, 
as a partner. The name of the 
agency will be changed to Owen 
& Chappell, Inc. 


Comdr. Dreiske to JWT 


Lt. Comdr. C. P. Dreiske, re 
cently assigned to inactive duty 
with the Navy, has joined | 
Walter Thompson Company, Chi 
cago, to service Ford branch and 
dealer accounts in the Chicago ané 
Great Lakes region. He is a for 
mer Chicago automobile execu 
tive with experience in produ 
tion, maintenance and distribution 


HALF 
COVERED 


His excuse may be a shorta¢ 
of safety pins ... but you hav 
no excuse if the great po/ent 
market of The Bronx is 0° 
half covered. 

ALL afternoon metrop>lita 
newspapers have a COMI INW 


circulation of 192,530*°, | ea 
ing approximately 50% »{ 
total Bronx market. Ther eid 


‘@) 
gre 
300 


YOU MUST USE THE B 
HOME NEWS to cover thi: 
$348,870,000 market. The sro 
Home News (101,825 (a 
105,586 Sunday?) is the » «™ 
paper of The Bronx, being 7% 
home delivered. 
* Established by projection of N 


metropolitan afternoon pape 
culation based on pattern of n 
paper circulation (Includes 
brought in from other boroug?! | , 
+ A. B. C. Publisher's Statement. * 


30, 1944, 


BRONX HOME NE ‘5 


Bronx and Upper Manhatta 


Bronx 55, New York 
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We are highly pleased to announce 
the addition of a new newspaper* 


and a new publisher* to be represented 
nationally effective July 1, 1945 


ATLANTA, Journal, Hon. James M. Cox 
CHICAGO, Times, R. J. Finnegan 
DAYTON, News, Hon. James M. Cox 
MIAMI, News, Hon. James M. Cox 

3k 

NEW ORLEANS [fem 

RALPH NICHOLSON 


NEWPORT NEWS, Press & Times-Herald, Major Raymond B. Bottom 
RICHMOND, Times-Dispatch & News Leader, D. Tennant Bryan 
ROANOKE, Times & World News, Junius P. Fishburn 

SAN FRANCISCO, Chronicle, George 'T. Cameron 

SPRINGFIELD, O., News & Sun, Hon. James M. Cox 


TAMPA, Tribune, J. S. Mims 


SAWYER - FERGUSON - WALKER + COMPANY 


NEW YORK ¢ CHICAGO © DETROIT ©® ATLANTA ®©® SAN FRANCISCO 
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N. Y.’s ‘7th’ Linage 
Trebles 6th Loan 


New York, May 29.—For the 
first 19 days of May, war bond 
advertising in 10 Manhattan news- 
papers totaled 147,425 lines, as 
compared with 56,325 lines for the| 
comparable period of the 6th War | 
Loan drive, according to Arthur 
M. DeBebian, Chase National 
Bank, advertising division chair- 
man of the New York War Fi- 


nance Committee. 

The increase, he pointed out, 
greatly exceeding the 30% in- 
crease suggested by the Treasury 
Department, has been due to three 
factors: “1. The newspapers have 
succeeded in getting a substan- 
tial proportion of their general 
advertisers to convert their regular 
space to 7th War Loan copy. 2. 
The stores are devoting at least 
5% of their space to the drive, 
and 3. Emil Schram, president of 
the New York Stock Exchange, 
recently wrote to all member firms 
of the exchange urging them to 
devote to war bonds the space 


the group. Twenty committee- 
men, who will endeavor to contact 


every business paper _ executive 


and department head in Manhat- 
tan, are E. H. Ahrens, Ahrens 
Publishing Company; Preston J. 
Beil, Syndicate Store Merchan- 
diser; J. Sidney Crane, Simmons- 
Boardman Publishing Corpora- 
tion; Walter Dunsby, Sales Man- 
agement; Arnold Friedman, Chain 
Store Age; C. B. Groomes, ADVER- 
TIsInc AGE; Schuyler Hopper, 
Schuyler Hopper Company; F. C. 
Kendall, Advertising & Selling; 
Stanley Knisely, Associated Busi- 
ness Papers; C. B. Larrabee, 
Printers’ Ink; Earl M. Mann, Case- 
Sheppard-Mann Publishing Cor- 
poration; F. Morse Smith, Thomas 


& Co., New York, to handle adver- 
tising for lubricating oils and 
greases. 
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ej ALABAM 
Birmin 


has been organized with offices at 
the Artcraft Display and Decora- 
tion Company, 335 Baronne St., 


ALIAS ALOIS YONDOIECH I 


which they would normally use| Publishing Company; H. J. Payne, ARIZON 
for other purposes, or to increase Architectural Record; W. E. Rob- | Phoent 
their war bond lnage. ‘Bakers eae oy MEN TAKE A TURN—Preparedness is the watchword of these executives of MBARKANS 
BUSINESS PAPERS SET Tide; Leonard Tingle, Progressive American Red Cross headquarters, who are shown at a home nursing lesson Little 
rocer: G. P. Vallar, Conover Mast with Harold R. Stone, deputy director, domestic branch, OW, as victim, 

$2,200,000 QUOTA Grocer; . ; ‘ : : 

' . |Corporation; J. J. Whelan, Haire Left to right are: F. B. Ruthrauff, vice-president, Ruthrauff & Ryan, and execu. JCALIFO! 

New York, May 29.—The busi- Publishing ‘Company and M. A tive assistant director, ARC publicity; Mr. Stone; T. DeC. Ruth, Red Cross Eurek: 
ness papers section of the New |wijjamson McGraw-Hill Publish- domestic services; Howard Bonham, public relations director; Nurse Elizabeth a snc 
York County War Finance Com-|; : McCoy, and Albert Chamberlain, assistant national director, Red Cross fund Oaklar 
mittee has set a 7th War Loan|‘"® Compeny. : raising Reddir 
quota of $2,200,000, or $9,000 more Names O.S Tyson = FT 
than for the 6th War Loan. ». 2 mm fc 

Raymond Bill, Bill Bros. Pub-| Swan-Finch Oil Corporation,| Form Display Club ee eee Coe ee pe San J 
lishing Company, is chairman of |New York, has named O. S. Tyson The New Orleans Display Club ye, € Omg Stockt 


pany, president; Joseph Miller 
Sears, Roebuck & Co., vice-presj 
dent, and Gerald Dunston, Gy 
Mayer Company, secretary-trea: 
urer. Emile Alline, Maison Blanche 
Company, was elected chairman of 
the board. 


P TRIC 
Ungar-Hahn to Harris f°. 
Ungar-Hahn Company, manu 
facturers’ sales representative 
with offices in major cities fron 
coast to coast, has appointed Ralp! 
Harris, New York, to handle it 
advertising, Newspapers, tradé 
promotion and field research aré 
planned, 


Orlane 
Tallah 


Tampsz 


GEORG | 
Atlant 


IDAHO 


ose 


Names Keelor & Stites 

R. A. Jones & Co., Cincinnati 
manufacturer of soap presses an 
automatic carton filling machines 
has appointed Keelor & Stite 
Company, Cincinnati, as advertis 
ing counsel. Packaging and car 
toning publications and direct mai 
advertising will be used. 


ILLINOI 
Chicas 
Chicas 
Chicas 
Spring 


INDIAN 
Indian 


KANSAS 
Topek 
Wichi 
KENTUC 


Louis: 


LOUISI/ 
Baton 
New | 
Shrey 


Baltin 


MASSA‘ 


Bosto 
Wore 


THANKS ... 
MR. BROWN* 


“At a recent meeting of 
the Ralston Purina Adver- 
tising and Sales Depar'- | 
ments, KVOO received St. E 


MICHI¢ 


Tanc 


many bouquets .. . Mr. 
Philpott, Vice-President in MISSOL 
Charge of Promotion, Kans, 
$16,000,000 a year black piece of reporting not many Ray Sprigles’ , Pitts- a i te ” outstanding St. 1 
market racket was ex- burgh Press-—an interesting, intelligent, beneficial lic celtee daediianiene St 
posed, stripped down to names job”; Editor and Publisher—"a distinct service to the te build a big audience ests 
—and addresses, and broken country.” for a Sng be wall gr gu Bilin 
wide open in just 3 weeks by Stories like this have made the Post-Gazette a morn- sands en Ge thane 


Ray Sprigle, Post-Gazette re- ing must with a quarter-million families. Stories like ness of execution.” 


porter. this explain the Post-Gazette’s amazing influence *Letter to KVOO from ©. Or 
Posing as Alois Vondich, Pul- with its readers—an influence that brings results! abe = xg conten Ail- = 
itzer Prize Winner Sprigle ia palata'’ R 


The Tulsa Arec 
OKLAHOMA'S 4 


bought over a ton of black mar- 
ket meat, 10,000 red points, un- 


R Sprig! 

ee covered enough evidence to PITTSBURGH No. 1 Market a 

' bring a special Senate committee to Pittsburgh, and tes tich bonus coustios 
set the Federal Grand Jury in action. POST-GAZETTE ila: . 4 
Said Time magazine—"’a seven: day’ wonder front- i. BLANKETED a 
page series”; Fulton Lewis, Jr.—"a really masterful One of Americas Great Tlewapapers only by 


KVOO 


REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 


New York e Chicago © Philadelphia © Boston ¢ Detroit © San Francisco © Los Angeles © Seattle 


WARD PETRY G0. 
- Incorporated 


come peace, there'll be no reconversion lull here. Pitts- 
burgh's industries are basic—-coal, iron, steel, aluminum, etc.— 
and they'll be the backbone of production in peace as in war. j 


rs “LUCKY PITTSBURGH” Becacaee 
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“In spite of the severe shortage of paper and manpower. In spite of 
LS ee Oe ™ ’ priorities, allocations and other wartime limitations, the paper mer- 
; chant is doing a fine job.” That’s typical of expressions by buyers 
across the country. 


Here at Kimberly-Clark we know that our distributors appreciate 


e 
A big ha nd this loyal cooperation of their customers and hope that the Day is not 


far off when they can serve you as they would like. 


cj aa for the Meanwhile, these alert merchants are keeping abreast of new 


Birmingham .........-+.+6- Sloan Paper Company ia es 
developments in paper and printing. By availing themselves of valu- 


ARIZONA é : : i 
— a ET Tee Zellerbach Paper Company ag per Mercha re? able information uncovered by continuous and extensive research at 


Kimberly-Clark, they are constantly adding to their store of knowledge. 


Printing Papers 


Distributed by 


ves of BRARKANSAS 


les i eee, i 
“aay Little Roe rkansas Paper Company So when that great Day comes, your paper merchant will not only 
execu. [CALIFORNIA have a finer-than-ever Levelcoat Paper to offer, but will be equipped 
Cross Eur st a RAR 28 Zellerbach Paper Company . 
abeth Pe Frese cee . to provide better-than-ever service. 
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iy CONNECTICUT | 
an of Hartford ........ The Rourke-Eno Paper Co., Inc. 
(OO are Bulkley, Dunton & Co. 
. DISTRICT OF COLUMBIA ; 
rs Washington ....Barton, Duer & Koch Paper Co. 
manu : 
entative BORDA ~ _ 
es fro jeshocurvilio ...Knights Brothers Paper Company _ 
on ME Saw ds0.e4% 5 as 7" = 
dd Ralp! OFIARGO 2.00000 fe re 65 g 
indle j Tallahassee 7 es _ “ ? 
tradé TD  weenccdas 
arch ar@ GEORGIA 
BUORS cicsccscsvevssicasccmean Paper Gompany 
les a ; 
ncinnati DOG Ghis bade cei ree deves Zellerbach Paper Company 
SSES ANG ILLINOIS 
MACHINES “Chicago ..........0.e0eseee. Berkshire Papers, Inc. 
y Stite CRIBEO Secccicccccvccess Chicago Paper Company 
advertis CHICO RO ccscascccecess -Zellerbach Paper Company 
and car Springfheld .......... Capital City Paper Company 
rect mai 


INDIANA 


Indianapolis 


pee estas Crescent Paper Company 

ma IOWA 

en SP ee Carpenter Paper Company 
fw ae “ “ és 


Sioux City 


KANSAS 


EE eee Carpenter Paper Com 

opel -++-Cas pany 

f, NE Cae is. x bs 0d 0ne Western Newspaper Union 
KENTUCKY 


Se ee The Chatfield Paper Corp. 
LOUISIANA 

Baton Rouge........... Louisiana Paper Co., Ltd. 
New vn benef PEELE The D and Paper Co. 
MOVODOEE. os cssccecsis Louisiana Paper Co., Ltd. 
MARYLAND 

Baltimore........ Baltimore Paper Company, Inc. 


peea tone hca Carter, Rice & Company Corp. * C 
cannes Charles A. Esty Paper Company J oar LA Pp K YF v/ / *% 
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ease iepentidaeennes Seaman-Patrick Co. 
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dience MONTANA Ward Wot sce ses ess Forest Paper Company, Inc. OREGON TEXAS 
ogrem B . : New York.........--- J. E. Linde Paper Company ee. STOR TTT EE REC Zellerbach Paper Company Austin ‘ae .....Carpenter Paper Company 
LIMBS esse scence ences Carpenter Paper Company New Vork........00..s00s00..4. Price & Son, Inc. Masmaa . ; ives “ ‘s ‘ Dallas 7 ‘s “a & 
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KIMBERLY-CLARK CORPORATION ... NEENAH, WISCONSIN 


Established 1872 
Chicago: 8 S. Michigan Ave. Los Angeles: 510 W. 6th St. 


ew York: 122 E. 42nd St. 
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California Papers Merge 


Mrs. Dortha M. Roberts, pub- 
lisher of the Press, Wilmington, 
Cal., daily, has purchased the Wil- 
mington Daily Journal, and the 
consolidated Press-Journal will be 
published daily except Sundays. 
Roy F. Bowers, publisher of the | 
Journal, has retired from the 
newspaper business. 


= “the little 
ny magazine 
with the big 


he 


™ | contract. 


Larger Business 
Volume Is Vital, 


Namm Declares 


Buffalo, N. Y., May 
Stepped-up volume of business 
“mm must be our V-1, V-2 and V-3 
|secret weapons” to win the peace, 
Major Benjamin H. Namn, presi- 
dent of the National Retail Dry 
Goods Association, recently told a 
Buffalo Chamber of Commerce 
meeting. 

Advocating low prices and high 
| wage levels along with increased 
isales, he said that “sell” must be 
| the keynote of every postwar plan 
of business concerns and employ- 
ers of labor. He predicted 7,000,- 
000 new jobs can be found in 
service industries and the dis- 
‘tribution field. 


Expansion Is Vital 


“The first few months after 
| peace will be critical ones,” he 
|warned. “We must expand, not 
That’s where we’ve got 


29,— | 


|to bet our shirts, for our stake in 
the long pull is tremendous.” 

| He added: “My suggestions of 
| ways for you to improve your 
own business and make a contri- 
bution to the national welfare are 
two: 

“First, help your newspapers 
and radio stations to understand 
the tremendous stake America has 
in the postwar distributive func- 
tions and enlist their aid in a 
drive to prevent them from being 
hampered or ham-strung. Second, 
carry the word to your retail ad- 
vertisers and aggressively sell 
them on the necessity of main- 
taining their selling drive, not 
only until victory comes but 
through the critical postwar period 
that will follow.” 


Names Harold Barrett 


Harold Barrett, formerly with 
U. S. Advertising Corporation and 
J. Stirling Getchell, Inc., Detroit, 
has been named manager of the 
Detroit office of Headley-Reed 
Company, radio station represen- 
tative. 


Announce Winners in 
Quaker Oats Contest 


The winning American Broad- 
casting Company stations in pro- 
motion of Quaker Oats Company’s 
annual “Terry & the Pirates” 
jingle contest were announced last 
week by Richard Compton, man- 
ager of the company’s puffed grain 
advertising department. 

Plaque winners for outstanding 
promotions in the contest are: 
Station WGAC, Augusta, Ga., 1,000 
watt class, managed by J. B. 
Fugua; KCMO, Kansas City, Mo., 
1,000 to 10,000 watt class, man- 
aged by E. K. Hartenbower, and 
WOWO, Ft. Wayne, Ind., 10,000 
to 50,000 watt class, managed by 
Paul Mills. 


Milani Using Spots 

Milani Foods, Inc., Chicago, is 
using a spot schedule covering the 
northern California market for 
Milani’s 1890 French Dressing 
through Garfield & Guild, San 
Francisco. 


Hooper says there 


are no pins left standing 


when your advertising dollars start rolling for 


strikes via WSIX. During the two-year period 


ending in January, WSIX's all-day listening av- 
erage increased 81.5°/! This rich Middle-Ten- 
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nessee market is booming as never before. And 
WSIX—with Nashville's best daytime Hooper, 
the top shows of both the BLUE and MUTUAL 


Networks, and a low unit cost in a market with 


over a million potential buyers—who believe in 


spending their money—is ready to work for you. 
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Advertising Age, June 4, 1945 


Larger Turpentine 


Program Planne ! 


Valdosta, Ga., May 31.—A: di- 
tional newspaper and radio m:dia 
may be used by American " jr. 
pentine Farmers Association ‘or 
its 1946-47 advertising year, st: “t- 
ing next April, according t 
Gerry Eastman of Eastman, S 
& Co., Atlanta, agency in char ‘e. 

The program, however, wo ld 
continue on a_ $500,000-a-y: a) 
basis, primarily in magazines 
business papers and newspape) 
supplements. 

Producers will contribute $1 
naval stores unit, consisting 
50 gallons of gum turpentine ; 
approximately three gallons 
resin, or 20 cents per crude barre| 
of gum. Normal production js 
about 500,000 naval stores units, 
Harry Langdale is president of 
the association. 


Eaton Switches Sinclair 


Moray Sinclair has been trans- 
ferred from the Winnipeg office of 
T. Eaton Company Ltd., to the 
advertising department at the 
main Toronto office. 


5th in a Series of 


“Food for Thought” 


‘‘We advertise exclusively 


in the morning Albany 
Times-Union.”’ 


MR. SAMUEL WEISSTEIN 

Operating a MODERN SUPER 

MARKET IN ALBANY'S 
SOUTH END 


Fifteen years ago Mr. 
Weisstein opened his mar- 
ket in Albany's South End. 
Having had a background 
of both wholesale and re- 
tail food experience, his 
success was assured be- 
cause he knew how to get 
people into his store and 
how to please them when 
Nationally 
advertised products are 


they came. 


seen as well as imported 
specialties on his shelves 
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General Advertising 
Retail Advertising 
Classified Advertisina 
TOTAL Advertising 
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The Hearst Papers stand for 


Americanism and Genuine Democracy 


Some un-American disturbers and malcontents, 
advocates of Communism or Fascism or some 
other form of foreign despotism, are agitating 
for the boycott of the Hearst papers, because of 
our militant Americanism. 


We thank them for the compliment to the patriotism of 
our publications, and want to aid them in their dull-minded 
endeavor to publicize our American principles. 


We state here, with all the force and frankness possible, 
our unalterable policies, so that those who desire to agitate 
against our principles and our publications may have ample 
material for their crusade. 


The Hearst papers are American papers published 
for the American people. 


They support the American system of government, 
the American Constitution, American institutions and 
American ideals. 


They labor to maintain the American standard of living. 


They are opposed to the various forms of tyranny which 
our American forefathers came to this country to avoid. 


They are in favor of American independence, American 
rights and liberties, free speech, free assembly, freedom of 
thought and action, and freedom of the press. 


They are advocates of rugged individualism, and of the 
industrial independence and enterprise which have made our 
country the richest and greatest in the world. 


They are opposed to paternalism in government. 


They believe with Thomas Jefferson that the least 
governed country is the best governed country, par- 
ticularly in view of recent political experiments, which 
have done nothing but prove that the most governed 
country is the worst governed country. 


They are opposed to Communism, Fascism or any form 
of despotism. 


They are opposed to intolerance, as well as to fanaticism. 


This Editorial was written by 
William Randolph Hearst APRIL 21, 1935 


They are opposed to race prejudice and to class conflict. 


They believe in opportunity for all and equality before 
the law. 


They believe in the capitalistic system, so-called, which 
is the only practical economic system of proven worth and 
with adequate reward for merit. 


They believe in compensation in proportion to serv- 
ice rendered, and in no limit to the extent of the com- 
pensation if the extent of the service is equally great. 


They believe in the creation of wealth through industry 
and the distribution of wealth in wages. 


They believe that the attempt to distribute wealth through 
theft is not only disastrous morally but economically, and 
means the ruination of industry and the destruction of all 
possible prosperity. 


They are opposed to any form of politics and eco- 
nomics which endeavor to grade down the most pros- 
perous to the level of the lowest; and they believe 
ardently in the American system of politics and eco- 
nomics which for a century and a half has successfully 
raised the lower strata to a nearer level with the upper. 


They believe in deportation of alien cranks and criminals, 
particularly those who came to this country to find freedom 
of speech and remained to abuse it; who came to this country 
to gain the liberties which they are unable intelligently to 
understand and enjoy; who came to this country to find pros- 
perity and who are trying to create in this country the con- 
ditions which have brought adversity to other lands. 


They are opposed to government by any clique or class. 


They believe in genuine democracy, the rule of the 
majority. 
They believe that America should be for Americans and 


that Americans should be for America. 


Those who do not approve of these policies would 
better not take these papers, because these are the 
policies which will be adhered to as long as these papers 


QA ar 


are published. 


\ 


Publisher 
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Consumer Wants 
on Food Labels 
Sought by Group 


New York, June 1.—To deter- 
mine consumer preferences in can- 
ned fruit and vegetable labels, 
U. S. Inspected Foods Educational 
Service will begin today to sur- 
vey 3,000 consumers throughout 
the country. 


Each of the 3,000 will receive a 
group of typical labels selected 
from some of the service’s mem- 
ber canners with directions to re- 
turn the label which she considers 
most helpful in purchasing. 

“We hope to ascertain not only 
what the consumer desires in 
labeling,’ explained Miss Polly 
Gade, director of the service, “but 
also how interested she is in any 
form of voluntary labeling over 
what is now required by law.” 

Since members of the service 


The “Typical Fighting Man” is Capt. 
John C. Wagner.* He lives in Lakeville, 
Indiana, on the edge of South Bend. 
The “Typical American Family,” too, 
lives in one of the two counties, heart 
of the South Bend market, picked 
for Uncle Sam’s first test census as 
typical of the nation’s industrial-agri- 


cultural structure! 


* Selection by United Features. 


Here is the perfect test—on a perfect cross section of the nation: 
The South Bend Tribune saturates this area ~ 123.5% home 
coverage of the South Bend-Mishawaka City Zone, 110.1% in St. 
Joseph County, 85% in St. Joseph and Marshall Counties com- 
bined. It’s the largest circulation (more than 84,000) of any eve- 
ning paper in any American city of 110,000-or-less population. 


The Soulh Bend Tribune 


Newspapers Get lnmediate Cletion 


STORY, 


BROOKS & FINLEY, INC. 


* NATIONAL REPRESENTATIVES 


are eligible only if they have been 
approved by the Department of 
Agriculture for U. S. continuous 
plant inspection, all the labels bear 
the shielded U. S. grade. Other- 
wise there are numerous varia- 
tions. One of the intentions of the 
survey is to gain information 
helpful in label redesigning. 

Included in the study are 
samples of several brands which 
show for the first time the new 
consumer information panel pre- 
pared by Miss Gade’s office. The 
new format will be released 
June 11. 


Cosart Leaves Dodge 


Lee D. Cosart, formerly sales 
manager of the Dodge truck divi- 
sion, Chrysler Corporation, De- 
troit, and since 1942 an executive 
at the Chrysler tank arsenal, has 
resigned to become a partner, with 
Joe Fisher, in a Dodge-Plymouth 
dealership in Portland, Ore. 


To Williams & Saylor 


Wm. S. Pitcairn Corporation, 
New York importer of Royal 
Doulton china, has named Wil- 
liams & Saylor, Inc., New York. 


3-Part Columbus 
Ad Campaign Aids 
7th Loan Drive 


Columbus, O., May 29.—Three 
separate newspaper campaigns will 
be run here in support of the 7th 
War Loan drive, the total cost of 
which will be borne by 177 busi- 


“” 
FRANKLIN COUNTY 
WAR FINANCE COMMITTEE 


ness firms and will exceed the 
budget of previous supporting 
campaigns. 

The first campaign calls for 100- 
line insertions of a cartoon nature, 


= 


Advertising Age, June 4, 1945 
built on the theme of “tw. a, 
big as three”—a reference ti the 
fact that there will be only .wo 
loan drives this year as ag: ys 
three in 1944. The second pari yjjj 
be composed of 1,000-line in-er. 
tions picturing local men ho 
were wounded in action and . jt) 
copy urging the reader to “Majch 
This!” by buying bonds. 

The final part will be a log) 
adaptation of the standard se) ‘es 
issued by the Treasury Depert- 
ment. Insertions in the Dispatch. 
Citizen, Ohio State Journal ang 
Sunday Star will be so staggereq 
as to insure that at least one aq 
appears each day. Radio, outdoor 
and car cards are also being used. 

Byer & Bowman Advertising 
Agency is the volunteer agency for 
the ad drive supervised by the 
War Advertising Council of the 
Columbus Advertising Club. 


Joins Smith & Drum 


Edward J. Fortman, formerly 
with J. Walter Thompson Com- 
pany, has joined Smith & Drum, 
Inc., Los Angeles, to direct pub- 
licity, exploitation and dealer pro- 
motion for the General Petroleum 


account. 
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BOSTON’S dowagers, 


bless ’em ... are few, fussy and frugal. 


FOR EVERY DOWAGER... 


But the diligent daughters, whether office workers or 
housewives, count their purchases in the millions. You'll 


a See find them in Boston’s largest department stores or in the CIRCULATION COUNTS! 
oe - 7 e ® , 01 
food or fripperies, clothes or cosmetics. Yes, the mass Receni-Aemettens | 518.70") 
buying group is the pay-envelope grou th 2% — st hel 
oe J P Y P , Pe 8 heer 9270 Herald-Traveler 357 ,0: eo 
of the 745,347 families with incomes less than $5,000 a Peat 395,473 _| 
year. Sell them and-you sell Boston! The surest, quickest SUNDAY a 
A 38.1% population increase, in four years, | and least expensive way is with the tremendous aenicelinne 594,659 
means that more people are now employed, $ / : ; = 
¥ and MORE MONEY is being EARNED. over-500,000 daily circulation of the Record-American and Globe 355,991 | 
ee oe presi 4 re the almost 600,000 circulation of the Sunday Advertiser. ——— i hil 
pa — mn icating t at I sf 3 1s y ‘ : : ’ - , 273, r 
being Spent. Nearly 75% of this vast circulation is directed right to the ° = 
¢, A 225% gain in four years, in Bank Deposits | heart of these same medium and low income groups who 
/ (now totaling more than 31 Million Dol- ; : 
lars), indicates a “Backlog” for post-war | make 88% of the entire purchases in the entire area! Yes, 
: ied dowagers are nice to know socially ... but it takes the 
Tap this Responsive Sales Area oge , 
2 by Using the diligent daughters to put your product over! 
; 3 ~.  —_ | 
Muskogee Daily Phoenix ORD-AMERICAN | 


-MUSKOGEE TIMES-DEMOCRAT 


MORNING © EVENING © SUNDAY a 
epresented by THE BRANHAM COMPANY | 


SELL THE **MARKET OF THE MILLIONS...’ 


REPRESENTED BY HEARST ADVERTISING SERVICE 


————— 


SUNDAY ADUERISE 
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A candid camera might record a slightly different 
picture of what’s going on in our studios these days, 
but the artist’s brush has caught Mutual’s busy new 
program progress with remarkable realism. 

Eleven new shows premiered within a couple of 
fortnights. Drama, romance, mystery, music. Origi- 
nals by Oboler. Lone males in the argumentative 
toils of lovely ladies. Murder solved by listeners in 
every Mutual market. An amazing half-hour, five 
afternoons a week, that grants a woman’s every wish 
for the next 24 hours of her life. And four-star 
reserves waiting in the wings. 

Novel? Exciting? Sure—but the one word for 
Mutual’s new programming technique is showman- 
ship. Showmanship without the checkered vest and 
the nickel segar. Serious-minded showmanship that 
deliberately means business. 

The man directly in charge of all this is Phillips 
Carlin. We could start seventeen paragraphs with 


the words: “A man who...” But why? To all of you 


Where shoumanship means business 


who agree with us that radio is show business, the 
significant fact is that Phil is our man. V-P in 
charge of Programs, he’s busy lining up the right 
showmen and the right shows, putting into action 
the plans we have drawn up. 

We’ve made a start, and there’s more in store. 
Even with all the veteran experience behind this 
move, we're likely to come up with a turkey at 
times, too. When that happens, off with its head and 
on with another right show. Because to us, showman- 
ship means business. It can also mean business to 


you... 


CATCH THESE NEW MUTUAL SHOWS AND HEAR WHAT WE MEAN 


Arch Oboler’s Plays... by the master of radio drama 
Calling All Detectives. a criminologist in every home 
Queen for a Day........ every day a new Cinderella 
Between Us Girls. ..one man versus the “weaker” sex 


(Executives who'd like to hear these and other new MBS programs at 
any given hour will be promptly provided with recordings on request.) 


Mutual Broadcasting System 


WHERE S H OWM™MAN S i 


P MEANS BUSINESS 
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Predict 7th Loan Support 
to Pass All Records 

Washington, May 31. — Tom 
Lane, Treasury’s director of press, 
radio and advertising, is figura- 
tively doing handsprings over the 
quantity and quality of advertiser 
and media support for the 7th War 
Loan, confidently predicting that 
the total contribution will beat the 
fantastic 6th War Loan’s $25,264,- 
329 figure by a million or two. 

Despite the V-E Day diversion, 
and tighter paper supply, Tom pro- 
claims that the final figures for 
each medium, with the possible 
exception of outdoor, will move 
upward, with radio and national 
Magazine very much in the lime- 
light. 

The newspaper upswing is based 
on orders for Treasury mats and 
plates, while the magazine predic- 
tion springs from the spectacular 
success of the cover appeal from 
the five star admirals and generals, 
appearing, at the latest count, on 
2,805 publications with circulation 
of 180,000,000. The 5th War Loan 
cover was used by 2,026 publica- 
tions reaching 172,000,000. 

While Treasury is unable to com- 
mit itself, the action of the outdoor 
industry in advising its members 
to plan war bond conversions for 
November should be a tip-off on 
the starting date of the 8th War 
Loan, which ‘goes on Jap or no 
Jap. Officials still talk of a strong 
“F.D.R. Memorial” slant in the 
copy, although this may not be the 


major theme. A _ special F.D.R. 
bond and poster are already in 
preparation. 


% * * 


Setback: Retiring Postmaster 
General Frank Walker was flatly 
rebuffed by the Court of Appeals 
here in a decision reversing a Post 
Office ruling banning from the 
mail “Preparation for Marriage’”’, 
a publication backed by the Amer- 
ican Institute of Family Rela- 
tions. Asserting that we cannot be 
expected to “reduce our treatment 
of sex to the standard of a child’s 
library in the interest of a sala- 
cious few” the court found that the 
publication “was intended to be 


By STANLEY E. COHEN, Washington Editor 


helpful to those who are about to 
marry.” The court, which is cur- 
rently considering the Esquire case, 
said that under Walker’s ruling 
“no work on anatomy, no diction- 
ary could be sent through the mail, 
and most of our most respected 
literature would be barred.” 


Sayings: Postmaster General- 
elect Bob Hannegan, who told the | 
Washington Advertising Club that | 
he had been greeted as he en-| 
tered the Statler as “Mr. Postmas- | 
ter-General, Esquire” Con- 
gressman Noah Mason, who argues | 
for higher postage rates on books, 
explaining: “For the thrills I get | 
from opera or motion picture I pay 
a 20% tax. For the thrill I may | 
get from ‘Grapes of Wrath’, I get | 
a subsidy.” Welcome: Commerce | 
Secretary Henry Wallace, anxious | 
to lure business men igto the 
newly revitalized Commerce build- 
ing, suddenly suspended the war- 
time security rules which require | 
visitors to obtain badges before | 
entering the building. Mr. Wal-| 
lace explained that an increasing 
number of business men have been 
calling on the department in con- 
nection with postwar and other 
problems, and that he wants such 
visits to be free of avoidable de- 
lays. 


* * % 


Reports: First returns, covering 
150 counties in the 1945 Census of 
Agriculture, show a decrease in| 
the number of farms since 1940, | 
but an increase in the amount of | 
land cultivated. Three-fourths of | 
the enumeration has been com- 
pleted, Census Chief J. C. Capt 
reports, and returns are being re- 
leased by the bureau as rapidly as | 
they can be tabulated . . . Com- 
merce is now able to provide basic 
data sheets nationally, by states, or 
for the selected 325 counties. The 
entire set is available at the Bu- 
reau of Foreign and Domestic | 
Commerce here, or sets by states | 
at Commerce field offices. Aide: | 
Senator Harley M. Kilgore’s sub- 
committee of the military affairs 
committee has issued a 418-page 
summary of ‘Wartime Technolog- 


35 East Wacker Drive 
Chicago 1, Ill 
Phone: STAte 7942 


nber 


SERVING 21 
LOWER PENINSULA 
COMMUNITIES 


WITH TOTAL CIRCULATION OF 


93,876 


The real force behind profitable 
sales in non-metropolitan Michigan. 


For complete story ask 


SCHEERER & COMPANY 


National Advertising Representative 


441 Lexington Ave., 
New York 17, N. Y. 
Phone: MUrray Hill 2-2423 


Newspaper Representatives 


ical Developments” digesting 1,400 service said that when it used “ap- 


developments of wartime research 


| proved” in its ads, it meant only 


as reported in the trade and tech-|that Century Travel Service ap- 


nical press. 
to assist industry in planning new 
products, wider markets and more 
employment. It deals with such 
topics as television, light metals, 
plastics, plywood, dehydrated 
foods and similar developments. 
a 

FTC: Century Travel Service has 
told the FTC that it never implied 
that its trips to Miami had been 
“approved” by a_ government 
agency, as the FTC claimed. The 


The guide is supposed | 


proved Miami Beach for a vacation 
tour. The Service promises to 
clarify its advertising reference to 
hotel facilities it offers in Miami. 
FTC has issued an order designed 
to stop Associated Merchandising 
Corporation, purchasing organiza- 
tion for 21 large department stores 
with combined sales of $425,000,- 
000 a year, from obtaining “dis- 
criminatory” discounts for its 
members. The commission also 
has ordered National Progress 


League to stop using the nam¢ 
the Military Order of the Pu: 
Heart in connection with the . 
of history books entitled “Prog: 
of Nations.” 
warned to stop representing { 
funds from sale of the book go 
the support of the Dies commi: 
in combating janti-Americanisn 
* * 
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Hands off: Uncle Sam will ass 


refrigerator and washing machi: 

reconversion, but he is keepi » 
hands off sewing machines, T). 
industry has been told that the;. 
is no program to grant prioritics 
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i 


* sewing machines, but restric- 


tions will be lifted soon, and the 


justry will be free to make 
.atever it can. Problem: Unless 


military cutbacks exceed current 


ndications, chemicals essential for 
icht colored enamels and lacquers 
jormally used in finishing produc- 
ion-line items will be in a bad 
vay, WPB warns. The chemicals 


» going into explosives, high oc- 
,.e gasoline, synthetic rubber, in- 
t repellants and those other 
litary essentials. 

tk * * 


Backfire: WPB is still reading 


the ads to track down violators!Plants Corporation, was offended 


of limitation orders. Last week 
sharp-eyed compliance people came 
up with the notice that fashion 
magazines and newspapers were 
carrying copy for dolman sleeves, 
specifically prohibited by L-85. 
WPB is also alarmed over storage 
battery “accelerants” which are re- 
ported to be coming into common 
use. Manufacturers warn that 
they are frequently nothing more 
than epsom salts, and frequently 
shorten the life of the battery. 
Sidelight: Maury Maverick, the 
busy chairman of the Smaller War 


by the sharp questioning aimed at 
him by members of the Patman 
small business committee, studying 
tax problems of the little fellow. 
Maverick is reported to have writ- 
ten a protest to his fellow Texan, 
Wright Patman. .. . The Washing- 


ton National Airport handled twice}. . . 


as many passengers in March, 
1945, as it did a year ago.... FCC 
has suspended its “death sentence” 
against the license of WOKO, Al- 
bany, N. Y., until Aug. 31, pending 
an appeal... . NAB President Har- 
old Ryan has issued a “statement 


of appreciation” to newspapers 
“for the manner in which they rec- 
ognized radio’s performance in the 
public interest on V-E Day.” The 
new NAB public relations guide 
advises: “Mutual understanding... 
should characterize the relations 
of broadcasters and publishers.” 
While the House post office 
committee wonders how to make 
fourth class mail pay its way, Post- 
master General Frank Walker 
mails the Treasury a check for 
$40,000,000, making a total book- 
keeping profit of $100,000,000 to 
date for the year ending June 30. 


KECA in New Studios 


KECA, American Broadcasting 
Company Los Angeles outlet, is 
occupying new studios at 1440 N. 
Highland Ave., Hollywood. 


CORN — HOGS — OATS — CHICKENS 
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CATTLE — SHEEP— HAY — WHEAT 


Effective utth September, wo strong 


vigorous, Phillip Andrews Publishing Company magazines — 
AIR NEWS and AIR TECH — will be consolidated into a single 
publication! This move is prompted by a far-sighted recognition 
of the changing, developing character of aviation’s public, avia- 
tion's market... now and in the postwar period. 


Comprehensive in editorial scope, the consolidated publication 
will provide the broadest unduplicated advertising coverage 
in aviation. 


For it will actually be THREE magazines in ONE: AIR NEWS, 
AIR EXECUTIVE, and AIR TECH. Each section will retain its 
individual cover . . . continue all its existing salient features. 
AIR NEWS (incorporating AIR EXECUTIVE) demonstrated from 
its inception that the fast-paced story of aviation could best be 
told graphically through pictures, charts, diagrams, and con- 
cise, authoritative text. Before paper restrictions intervened, 
AIR NEWS readily won the largest voluntary, paid-for circula- 
tion in the aviation field. 


During the period of war-time urgency, its editors used the same 
graphic technique to integrate the technical phases of design, 
maintenance, and operations — through the pages of AIR TECH. 
And AIR TECH became the largest-selling technical aviation 
journal in the world. Now, the same editorial foresight that 
brought about broad circulations to serve aviation in war-time 
.+-recognizes the need for consolidating the whole forward 


sweep of peace-time aviation — into a unified, comprehensive 
editorial program. 


For advertisers, this editorial vitally provides the vehicle for 
reaching the young-minded men who will make postwar avia- 
tion ... reaching them in sufficient numbers to exert decisive 
influence ... at “mass-circulation” rates! 


Single copy price of the consolidated magazine will be 25c, 
yearly subscriptions $2.50. Economies in the use of paper will 
enable the consolidated AIR NEWS and AIR TECH not only to 
increase the number of pages in the magazine. . . but to increase 
the print order, as well. 


For the time being, however, AIR NEWS’ present advertising 
rates will apply — will, therefore, actually represent a reduction 
in rate per 1000! (Existing contracts in either AIR NEWS or 
AIR TECH will be completed at the existing rates. ) 


Another notable economy, especially for 2-color advertisers, 
lies in AIR NEWS’ rotogravure reproduction, which requires NO 
plates. With plate costs eliminated, the effectiveness of 2-color 
presentation can often be secured out of the mechanical saving. 
For the past 6 months, AIR NEWS has been running at its adver- 
tising ceiling. While the expanded size of the consolidated 
magazine will relieve this pressure somewhat, it is still urgently 
desirable to check proposed schedules with us at the earliest 
possible moment. 


PHILLIP ANDREWS PUBLISHING COMPANY 


545 FIFTH AVENUE 


333 NO. MICHIGAN AVENUE 
CHICAGO 1, ILLINOIS 


olit 


816 WEST FIFTH STREET 
LOS ANGELES 13, CALIF. 


NEW YORK 17, N. fF. 


143 FLEET STREET 
LONDON, E.C.4 


ex-| }anded editorial program in keeping with aviation’s continuing development 


*IMPORTANT MECHANICAL REQUIREMENTS 


Effective with the September issue both AIR NEWS 
and AIR TECH advertisers follow the mechanical 
requirements of AIR NEWS as listed in STANDARD 
RATE AND DATA. 


This means that AIR TECH advertisers should plan tone reproduction. 


their copy on an 8'2 x 11% page size, instead of Forms for two-color advertisements close the fifteenth 
7 by 10—and NO PLATES ARE REQUIRED as AIR of the third month preceding date of issue; forms for 
NEWS is printed in deep-etch rotogravure. Velox 
prints or preferably original art required for best 


black-and-white advertisements close the twenty-fifth 
of the third month preceding date of issue 

For additional information on production, please 
direct all inquiries to the Production Department. 
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London Dailies 
May Double Size 
by End of Year 


London, May 19.—L. W. Need- 
ham, director of advertising for 
the Daily Express, Evening Stand- 
ard and Sunday Express, predicts 
that “there is a good possibility of 
four-page daily papers becoming 
eight-page issues, and of eight- 
page Sunday newspapers being in- 
creased to 12 pages, before the 


end of the year.” 

“What happens after that,’ he 
asserts, “will depend entirely on 
how soon the Baltic is open to 
shipping, and pulp from Norway, 
Sweden and Finland can be im- 
ported by British newsprint mills.” 

Normally the Scandinavian 
countries supply two-thirds of all 
pulp used in British mills. 

Mr. Needham said he expects no 
sudden relaxation of restrictions 
on size of publications, “although 
we may expect a gradual increase 
in paper sizes, with proportionate 
benefits to advertisers.” 


Bennett Leaves McKim 

B. A. Bennett, for the past 25 
years associated with McKim Ad- 
vertising Ltd., Montreal, has 
joined the staff of Alvah Beatty, 
of The Montrealer and Current 
Events. 


To Produce Enzyme 

Mold Bran Company Ltd., has 
been formed at Eagle Grove, Ia., to 
produce an enzyme _ useful in 
speeding fermentation of grain into 
alcohol. Kenneth Goering has 
been appointed resident manager. 
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‘Winterizing’ Ad 
Drive Is Next on 


Docket for Stores 


Washington, May 29.—When 
the 7th War Loan is completed, 
retailers throughout the country 
will turn to “Prepare for Winter” 
for their war theme advertising, 
the Retailers War Program Com- 
mittee announced today after 
looking over OWI offerings. 

“The “winterizing” campaign is 


= 3 ¢ : 


The great naval air attacks, now devastating the 


Japanese, are made possible by a tradition-shat- “W 


tering idea regarding the size and use of airplane 
carriers. Traditionally carriers were the biggest 


: 
4 


CONSOLIDATED 


In 1935 the development of Consolidated 
Coated Paper opened the last door to quality 
printing by bringing the cost of enamel-coated 
papers well within the range of even modest 
printing budgets. 


ships in the fleet . . . 35,000 tons and more, 
requiring several years to build. Today, instead 
of a few big carriers, we also have scores of 
smaller size... making aircraft power available 
for many simultaneous attacks on widely sepa- 
rated points and even for convoy duty. 

This development which has added so materially 
to the striking power and versatility of our navy would 
have been impossible without America’s ability to 


build such “Baby Carriers” in a few months and to 
launch them in overwhelming numbers. 


er 


MAIN OFFICES 
WISCONSIN RAPIDS, WISCONSIN 


On PAPERS 
AT UNCOATED PAPER PRICES 


Paper is also a vital war need. Hence Con- 
solidated’s pioneering achievement... 
which led the way in producing fine coated 
paper more speedily and economically... 
becomes of greater importance today. 


Four Modern Mills... All in Wisconsin 


ieee 


TODAY, that same development means that 
an important share of the coated paper needed 
in war can be provided by Consolidated with 
the minimum use of man-power and machine- 
hours, while various raw materials needed for 
other war uses are conserved. 


There is a further saving when Consolidated 
Coated is used. Its opacity and bulk are rela- 
tively high, making practical the use of lighter 
weights. This helps conserve paper and the 
materials of which paper is made. 


“CONSOLIDATED WATER POWER & PAPER COMPANY 


aUUCTLIg AGE, ne 4, IY 
considered especially adaptable 
retailers, and at the same time 
“safe” war information campai; 
no matter what developments ; 
cur between now and winter, t 
program committee explained. 
Sponsored by the American R 
tail Federation, the program 
entering its 3lst campaign since 
was organized in December, 194: 
to relieve stores of the pressur 
exerted by competing govern 
ment agencies. It is headed b: 
Delos Walker, vice-president 
R. H. Macy & Co., and during th 
past 31 months, has worked 
cooperation with OWI to provide 
500,000 retailers with war themes. 


Many Themes Supported 


Among the subjects the retai!- 
ers have supported are nurse 
recruitment. V-Mail, salvage, con- 
servation, Victory gardens, win- 
terizing, old clothes collection, 
and the war loan drives. Currently 
retailers expect to exceed all pre- 
vious war loan efforts. 

While no complete figures are 
available as to retailer war effort 
contributions, the American Re- 
tail Federation estimates them in 
the many millions. Thousands of 
individual examples are on file, 
such as the California retailer who 
has devoted all his regular news- 
paper advertising to local salvage 
and conservation campaigns. 

In the national clothing collec- 
tion two months ago, for instance, 
stores provided pick-up and de- 
livery service, donated cartons and 
cases for packing, and assisted in 
sorting and classifying. 


Issues Statement 


In its “winterizing” bulletin for 
July, the Retailers War Program 
Committee warns: “Fuels will be 
scarce next winter. Home-heating 
oil users will be limited to three- 
fourths their normal supply. Coal 
and coke consumption in most 
homes will be cut to 80% of the 
usual amount. 

“This means four tons of fuel 
must do the work of five. The 
Solid Fuels Administration has 
asked us to get this message across 
and urge householders to winter- 
ize their homes now, and order 
fuel early.” 


Ad Committee to Hear 
William S. Gailmor 


The Advertising Committee on 
Public Affairs of New York will 
meet June 4 at 7:45 p.m, in the 
Hotel Duane to hear William S. 
Gailmor, radio news commentator, 
leading an open discussion on 
“What Has Been Accomplished at 
San Francisco?” The meeting is 
open to all advertising men and 
women, and a discussion period 
will be led by Ted Patrick, com- 
mittee chairman. 


Rls Angeles 


FOR WESTERN 
DISTRIBUTION 


Just fly us the copy, layouts, mats 
or plates. Save time and money 
by having newspaper circulars, 
advertising material, publica- 
tions, western editions produced 
in the West on modern, fast ro- 
tary presses . . . black, color or 
process colors on newsprint. 
Write for samples and prices. 


Rodgers & 
McDonald 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 
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file, 
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2WS- 
Vage 
llec- P . 
nce. Joe Simms is typical of thousands of mer- 
de- 
apse chants in small towns. He’s lukewarm to 
In 
his suppliers’ national advertising because 
| for he thinks it is aimed at the big cities. Most 
ram 
ine of his customers live in and around his 
. o 
ree- e e ° 
“oal home town and Joe is interested in what 
nost 
the they are reading. 
_ A sure way to impress dealers in small 
has 
ross cities and towns is to point to your adver- 
ter- 
der tisements in PATHFINDER. These busi- 
ness men regard PATHFINDER as the one 
family news magazine that is published for 
on a 
will and read by small town America. They 
the 
; S. look upon it as their magazine. 
itor, 
at PATHFINDER reaches the progressive 
gis . ie. 
and thinking families in a market that has 56% 
PLO 
= of the retail outlets in the U. S. A. Special 


attention to these people through the pages 


of PATHFINDER pays advertisers well. = 


aw? 


GRAHAM PATTERSON, 
Publisher 


PATHFINDER BUILDING e WASHINGTON, D. C. rs 
ADVERTISING OFFICES 


Philadelphia, 230 West Washington Square « * New York, 420 Lexington Avenue 
Chicago, 180 North Michigan Avenue «© «* «¢ Detroit, General Motors Building 


a | oe 
ae 
yl 

«< 
DOING FOR - 
, ' * 
- a 
74 { 
y ie FNS ° 
ee . 
Se ~ a | 
y frm Av 
O 5 'A a 
, my 
} RS P Yj | sha 
‘ i : : 
7% il eS A / i! i. 
re \? t,. ie 
2. ? , - 
: oS FS 4 a 
he : = 7 . r si sits 
oe 2 . ‘ i ie 
‘o eee A A} oe. 
AY we : 
“Vv, 2 Tea 
a iia 
+ a 
} — 
a . Bi a 
¥ t— | mm ) \ ‘ ee 
ie aNY . Ya \ vo 
Gi ff ay eel 1 va \ : 
ia 
a 
. —— ) 


TR STREET os 


ee aan aa i Oe ee a ee 
: 7 


foe 


a 


Dope UD [Pepe fe 
POAMANAAMULG a 
a How Business 


~~ Ey 


“1 


and Industry Are Preparing for a Peacetime World < 
Ae aes nee nena = oa} 


Ace nc el a i lle linn ence 


of the steel business but with full 
expectation of expansion. 
| 3. Under capable management, | 
operating with competitive con- 
; ; version costs should be _ possible. 
favorable, if some serious but not} The West’s steel producing ca- | 
insurmountable obstacles are over- | pacity is now 4,655,000 net tons | 


come, according to a recent re-|of ingots annually, compared to| 
port by the Bureau of Mines, U. S.| . vs - 


, 2,019,000 tons before the war. The | 
Department of the Interior, out-| prewar market for steel products | 
lined in American Metal Market.|in the U. S. was equivalent to 
The report points out that adap-| about 3,500,000 tons of ingots, 
tation of the western plants’ pro-|most of which came from the 
duction after the war will de-|eastern and central states. 
pend first upon adequate financial Problems to be overcome, and 
backing and recapitalization to|which are not insurmountable, ac- 
offset costs chargeable to the war. 


cording to the report, are: 
The report draws these conclu- 1, 1 


West's Steel Industry | 
Future Deemed Promising 


The future of the West’s war- 
expanded steel industry looks 


. 1. Recapitalization to eliminate 
sions: : that part of the investment charge- 
1. New materials are available|able to war expense, and pro- 


in adequate amounts and any lack 
of ore giuality can be overcome. 
Assembly costs can be made fairly 
competitive. 

2. Present markets can absorb 
production in plants of economic 
size, subject to the usual variables 


vision of adequate financial back- | 
ing to meet required postwar 
| advertising. 

2. An aggressive marketing 
program to develop outlets for 
more steel products and to cap- 
ture markets previously supplied 


BETTY PARKER 


ynomis rogram that tor almost a decade 
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Take a home ¢ 7 ; 
has built up a faithful following aye 
market. Add a graduate ne ttractiveness—then 
kes" —know-how, personality over on ds to partici- 
ae bi hake t a combination that pays rich yet ‘ ha nd a4 | 
cachtehe sre Such a combination is Betty Parker a eek | 
pating advertisers. Suc The week's mail brought these ia | 
: 


i $ ajor 
among, listeners of a maj 


“has what it 


KMBC’s “Happy Kitchen’. 
- typical comments from listeners: 

as lL ama young : 
and your recipes, especially you ae, 


mother who knows 
«] listen almost every day p 
little or nothing about cooking i 
been such a help to me. , 
Kansas, $0 © 
; Sunflower plant in 
pi pape ty yA ‘ 4 Your talks on lunches 


” day. 
ride to work every 
1s and made me really think 


menus, hat € 


course bas a long 
were interesting. 
about that lunch 


It gave me idec 
I must fix every day. 


Air Force im England, and wish 


“We have a boy im the 8th / : 
to send him your good cookies. a. 3 
rs spend the lion’s share re) 

KMBC. Right now ts the 
Inquire of Free & Peters, | 
“Happy Kitchen”. Ask, 
For sure 


Little wonder that food advertise 


their radio adver 
ime to be thinking of the future. 


e availabilities on the 
s and personalities. 


tising dollar on 


t 
Inc., for possibl 


-¢ KMBC program 
out other K! : 
roo, ab a job for you. ‘% 


INC. & 


_—there’s just the one to do 


FREE & PETERS, 


|by eastern plants.’ Light, rather 
'than heavy, steel products offer 
the best opportunity for expan- 
sion; the potential market for steel 


‘in tin plate and tubular goods 


manufacture is substantial. 


3. Radical adjustments in 
freight rate structure. 
4. Technical progress to over- 


come (a) limiting effects of cer- 
tain impurities in western iron 
ore, (b) deficiencies in western 
coking coals and lack of markets 
for by-products, and (c) possible 
future limitation in local scrap 
supply. 


Periods of slack demands and 
possible shutdowns are admitted 
for the steel industry in the West, 
just as they are probable in the 
East, but the report asserts that 


“more and more steel will be 
made in western states, and if 
local manufacture of products 


made from steel is pushed vigor- 
ously the employment situation 
may be materially helped and a 
sound industrial structure created 
and maintained.” 

oo . e 


The three major tests which 
jface the construction industry 


s 
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after the war, according to T s 9¢ to 
Holden, president, F. W. Do co Mr. FE 
Corporation, New York, are: Fj :t. that 

whether the industry can get ; .s yoges 
the early revival period wit! afier | 
a disastrous inflation of constr. ¢- pr.ces 
tion costs; second, whether the »n- ties. | 
dustry can progressively broa: en then |] 
its market by reducing costs ai ~ been | 
the period of inflation dange: To av 
passed, and third, whether the | .. vises 
dustry, and those related infi,- and r 
ences which create construct ny ducers 
demand, can successfully cont, 5| and oO 


the boom. to 
Construction costs in 1945 are 
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7, & 298 to 30% above those of 1939,|in an orderly manner. |The top and sides of the dome are| The Burlington disclosed that 
DO iige M:. Holden pointed out. He said * * «& | of laminated, heat and ray-resist-|ideas for even finer cars of this 
First thit both material prices and} The Burlington Railroad’s new |ing glass. type have come from the drawing 
E past woges are likely to rise further |“Vista Dome,’ a penthouse pas-| Reached by a short stairway | boards of General Motors’ engi- 
th afer ceilings are lifted, along with |senger car or glorified caboose,| from the main floor of the car, the |"eers, to be built when car con- 
struc prces of many other commodi- | will be placed in service this|astral compartment contains 24 | struction is again possible. 
le tic “The threat of inflation will | month. |deep-cushioned seats. Passengers’ | a 
Dacen ff then be much greater than it has} Created from one of the Bur-|heads will be well above the | Fegan to Home Products 

afier been during the war,” he warned. |lington’s stainless steel, Zephyr- | train’s roof line, giving them a Charles G. Fegan, formerly 
se] To avert disaster, Mr. Holden ad- | type. coaches during the course of|view far ahead and to the sides. | president of Good Luck Food 
le iu. vises tapering of price regulation, | routine wartime reconditioning,| If travelers are as enthusiastic | Company, Rochester, N. Y., has 
infi- anid restraint on the part of pro- | the car embodies the oustanding |about the car. as is expected, a|been appointed institutional sales | 
Ctior du-ers and suppliers of materials |feature of the “Astra-Liner,” re- | fleet of such cars will be built for| manager of Home Products Sales 
nto] nd on the part of building labor, cently reported by General Motors | use on the Burlington’s scenic runs,| Corporation, New York selling or- 
: to make the necessary postwar |Corporation — a raised compart- | Ralph Budd, president of the Bur-| ganization for Tumbo, Cocoa 
> are dustments of construction costs | ment built into the roof of the car.|lington, declared. Marsh and Bovril. 
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hat’s the fellow on the hospital ship 
thinking about? 


back after the war. All their plans, all 
their spending will be for their families 


—and the homes of their own so many of 


Home! Trying to remember how it feels 
them will be making for the first time. 


to be cutting the grass, backing the car 


out of the garage, having his third cup 


They'll make the biggest demand the 


of coffee Sunday morning with the fun- 


world’s ever seen for everything their 
nies, holding his wife’s coat for her. - . 
Wondering what little Bill looks like, 


three inches taller now and big enough 


families can use or enjoy. And since Bet- 
ter Homes & Gardens is built directly 
around families in homes, there’s no 


dar a tricycle. place like it to sell everything that goes 


There are millions of this fellow coming into homes. 


} 
| 


| 
| 


| 
| 


| 


| 


|subjected to a dry cleaning process. 


NEW 
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Fur Group Places Ads 


In an effort to eliminate com- 
plaints on furs which have been 
dry cleaned by immersion in a 
solvent, Fur Institute of Philadel- 
phia ran a 60-inch ad in three 
Philadelphia dailies recently, stat- 
ing that retail furriers in that city 
cannot be responsible for condi- 
tion of fur coats which have been 


The advertising was placed for the 
institute by Charles Gross, adver- 
tising manager of Mawson, De- 
Many & Forbes, fur retailer. The 
Fur Guild of Baltimore is also 
running similar copy. 


CBS Promotes Hess . 


Richard Hess, formerly manager 
of the report analysis division of 
the CBS research department, has 
been named supervisor of research 
for Columbia-owned stations and 
radio sales, replacing Charles H. 
Smith, who was recently named 
market research counsel for CBS’ 
sales department. Mr. Hess joined Signs 
CBS in 1939 in the special surveys Per 
division of the research depart- 
ment, later becoming manager of 
the program records division. 


McGRAW-HILL 
BOOKS 


for 
new | 
business! | 


1, HOW ADVERTISING 
iS WRITTEN—AND WHY 


By Aesop Glim. 150 pages, only $1.75. 


best of Aesop Glim’s 


This book brings you the 
augmented 


copy-clinic lessons, edited, and fash- 
joned into a concise, stimulating course in adver- 
Makes definite and usable the facts 
of human nature, objectives of the advertisement, 
and intangibles of writing and displaying your 
message, and shows you how to apply these tools 
to make your very next ad more effective. 


2.SELLING WITH COLOR 


By Faber Birren. 244 pages, $2.50. 


authorities here 


tising writing 


One of America’s leading color 


| treats color as a business science, to give mer- 
chandising executives, stylists, designers, et the 
useful, practical, tested principles of color use for 


widest public acceptance and greatest merchandis- 


ing effectiveness. Based on extensive research and 


actual sales records. The focus throughout is on the 
average mass-market consumer and on those forces 
in color which will sell the most merchandise and ie: 
influence human moods. — _ 
3. BASIC PROBLEMS OF i 
te 
SALES MANAGEMENT a 
By Frank LaClave, Associate Editor, —_ 


Printers’ Ink. 
Printer’s Ink 


115 pages, $1.25. 


Refresher Course giving a handy 
general review of the basic fundamentals of sales 
management Discusses such important problems 
as the hiring and training of salesmen, compen- 
satiow of salesmen, laying out sales territory, 
handling salesmen’s expenses and devising sales- 
men’s reports, how to plan and conduct conven- 
tions and meetings, ete. An excellent refresher 
for sales managers, and a guide to servicemen 
entering the fleld of selling. 


4. THE SCIENTIFIC 
SELECTION OF SALES- 
MEN 


By J. Lb. Rosenstein, Vice-President, the 
Sheldon School, Chicago. 
259 pages, $3.00. 


Here is the first book to describe the actual proce- 
dures used by the consulting psychologist ind 
selection expert. Shows the advertising executive 
how to make sure before hiring whether or not the 
salesman applicant will work out § essfull n : 
the job. Demonstrates how to use sele nm profiles 
the interview, references, and tests a unified 
| selection device. Applicable to every phase of es 


| 
j 
| 
| 


| 


| A quick guide t 


| effort 


large and smal 


5. HOW TO RUN A 
SALES MEETING 


By Edward J. Hegarty, Westinghouse 
Elec. and Mfg. Co. 237 pages, $2.00. 


ww 


better results € 
manager, the tra 
leader—any 


1 veteran 
conference 


ar sales 
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McGRAW-HILL EXAMINATION COUPON 
McGraw-Hill Book Co., 330 W. 42nd St., N. Y 
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McCann Ups McClosky | 


Philip A. McClosky, associate di- | 
rector of public relations in the| 
Minneapolis office of McCann-| 
Erickson, Inc., has been appointed 
director of public relations. 


Joins Wright-Sonovox 
Vincent Gilcher, formerly direc- 
tor of the sound department of 
Radio City Music Hall, New York, 
has joined Wright-Sonovox, Inc., 
Hollywood, as chief engineer. 


DONT MUTHATE 


YOUR MAGAZINES 


When business papers and general 
magazines come into your orgoniza- 
tion don’t cut them up. Route them to 
all departments and then use our 
service to handle your clipping work. 
Booklet No. 20, “How Business Uses 

Clippings” tells how we do it. 


BACON’S CLIPPING BUREAU 


BUSINESS . FARM GENERAL 
wpAPERS WW PAPERS WW MAGAZINES 


221 N. LASALLE ST, CHICAGO 1}, ILL 


Announce Winners 
of First Proetz 
National Awards 


(Picture on Page 63) 


St. Louis, May 29.—Three women 
share top honors in the first na- 
tional Erma Proetz awards, hon- 
oring the memory of the Gardner 
Advertising Company executive 
who died last Aug. 7. 

Presentation of three _ first 
awards, including $100 war bonds 
and certificates of merit, and hon- 
orable mentions were made by the 
Women’s Advertising Club of St. 
Louis at a dinner at the Jefferson 
Hotel May 21. Awards were given 
in recognition of the most out- 
standing advertising copy, art and 
radio writing done by women dur- 
ing the March, 1944 - February, 
1945, period. 


Hurley Wins a First 
First award for outstanding 
commercial radio writing went to 
Ethel Murtha Hurley, with the 
Los Angeles office of Batten, Bar- 
ton, Durstine & Osborn, who wrote 
the commercials for a CBS net- 


work show, “This Is My Best,” | 


promoting Cresta Blanca wine. 


For the most outstanding adver- | 


tising copy, first award was made 
to Leila Fraser Bon, a Minneapolis 
free-lance writer. Her winning en- 
try was a newspaper campaign for 
Young-Quinlan Company, Minne- 
apolis specialty store which sells 
women’s ready-to-wear clothing. 

A Kirkwood, Mo., free-lance art- 
ist, Mrs. Catherine Schuchat, was 
presented with the first award for 
the most outstanding commercial 
art. The winning work was pre- 
pared for Stix, Baer & Fuller, St. 
Louis department store, and Gar- 
land’s, St. Louis women’s specialty 
store. 

Two honorable mentions were 
made in each of the three groups. 
Judges for the awards were Max 
Wylie, Young & Rubicam, New 
York; Sidney Wells, art director, 
McCann - Erickson, Chicago; Her- 
bert S. Gardner, chairman of the 
board, Gardner Advertising Com- 
pany, New York, and Bea Adams, 
vice-president of Gardner, St. 
Louis. Awards were presented by 
Mr. Gardner. 

KWK, with a_ special event 
broadcast of the award dinner at- 
tended by more than 200 guests, 


presented a completely’ unre- 
hearsed panel discussion on “The 
Faults and Virtues of Women in 
Advertising.” Participants in- 
cluded Mr. Wells; Rudolf Czufin, 
Gardner art director; James B. 
Wilson, D’Arcy Advertising Com- 
pany, and Harry Riehl, St. Louis 
Better Business Bureau. 


JWT to Atlanta 


J. Walter Thompson Company 
has opened an Atlanta office to 
serve branch and dealer accounts 
in the Southeast for Ford Motor 
Company. T. Russell Paulson, for- 
merly in Thompson’s Chicago of- 
fice, will head the new Atlanta 
office, assisted by Chester R. Cur- 
tis, formerly advertising manager 
of a division of Armour & Co. The 
new office is located in the Pal- 
mer building, 41 Marietta St. 


Becomes Straub & Co. 

Straub & Getzoff, Chicago sales 
promotion agency, has changed its 
name to Robert Straub & Co., and 
will be under the active manage- 
ment of Robert C. Straub, new 
owner. Offices of the company 
are located at 111 W. Jackson 
Blvd., Chicago. 


The tests described on 


P.O.P. Displays exert a great selling power os a general 


advertising medium. 


A group of druggists in typical communities were set 
up by DRUG TOPICS as test outlets. Scores of nationally 
advertised and unadvertised items sold in drug stores 
were used as test subjects. The unadvertised item was 
displayed on the counter while the heavily advertised, 


well known brands of the 


given no display other than their usual shelf position. No 
specials, clerk emphasis or cut rates were applied. 


Here are a few notable examples of the many tests made. The 


this page amply prove that 


same type of merchandise were 


others show approximately the same proportionate results. 


Nationally Unadvertised 
Advertised Brand Brand 
NO DISPLAY WITH DISPLAY 


LINIMENT 
a 


|e 


| 


$451 


$1128 


$977 


(Data from Fact Report Published by Point of Purchase 
Advertising Institute, Inc.) 


CHICAGO . 


DETROIT . 


In spite of these and similar reports, Point of Pur- 
chase Advertising Institute, Inc., states that it does 
not believe that store display alone should be ex- 
pected to accomplish the whole merchandising job. 


The most effective use of “P.O.P.” display is as a 


strong support for other media in a well rounded 


advertising program . . 


. as a tie in with other sell- 


ing effort at the point where the final step in the 


merchandising process takes place. 


INSIST ON ARVEY QUALITY 


ARVEY CORPORATION 


JERSEY CITY 


Advertising Age, June 4, 19. 


IGA Plans Frozen 
Food Department; 
in Super Markets 


Chicago, May 29.—Sections 
stores air conditioned especially , 
keep fresh foods at peak flav. 
a complete line of quick froz 
desserts and new packaging m 
chinery were among the highligh’; 
of the Independent Grocers Al!i- 
ance meeting here last week. 

Midwestern jobbers in the vo}- 
untary group showed special in- 
terest in the design for a new de- 
luxe supermarket in which the 
fresh foods department is at the 
rear of the store, separated from 
other sections by thermopane glass 
partitions. In this section, where 
pre-packaged fresh fruits and 
vegetables, meats, dairy products 
and frozen foods will be sold, 
temperature and humidity condi- 
tions will be controlled for shop- 
ping comfort as well as to keep 
the foods at their best. 


May Be 75% of Volume 


J. Frank Grimes, president of 
IGA, predicted that this new de- 
partment in the retail store would 
ultimately account for 75% of the 
store’s volume. 

Pies, turnovers, cookies, pud- 
dings, etc., which the shopper will 
buy frozen and take home, were 
shown both ready for baking and 
already cooked. 

Howard R. Gerhard, vice-presi- 
dent and director of IGA’s mer- 
chandising and advertising de- 
partments, outlined the merchan- 
dising job ahead. Discussing IGA’s 
package design and brand name 
which have been decided upon for 
the new frozen food line, Mr. Ger- 
hard said, “Wholesalers and re- 
tailers who do not handle and 
vigorously merchandise frozen 
foods are going to find their busi- 
ness going elsewhere.” 


Study Miami Market 


The University of Miami, Coral 
Gables, Fla., has issued a study of 
the economic pattern of Miami and 
the surrounding resort area, writ- 
ten by Dr. Reinhold Paul Wolff of 
the university staff. It discusses 
resources, trades, including tour- 
ist trade, industries, real estate 
and the income structure of the 
| area. 


Heads ‘Item’ Bureau 
Evans Rodgers, former director 
of public relations for Maryland 
Drydock Company, Baltimore, has 
been named by the New Orleans 
Item as manager of a new depart- 
ment of civic affairs, to help local 
civic and charitable groups in 
money-raising campaigns. 


EVEN AN ADVERTISING 
MAN WANTS A HOME OF 


Regardless of whether YOUR 
“dream home” is a cozy cottagé 
or a magnificent mansion, you wil! 
want a copy of “How To Plan 
The Home You Want,” in your 
home idea file. 


Its 32 pages are packed full o' 
valuable ideas in home design anv 
new equipment that you will wan 

to know about. 

Written by our own staff of a 

cepted authorities on all moder: 
phases of home building—men anv 
women whose lives have been de 
voted to the building business, its 
eight easy-to-read chapters cover 
everything from financing to sola: 
heating. 


Send for yuur copy today. 


PRACTICAL BUILDER 


59 E. Van Buren Street, Chicago 


at 25¢ I can’t lose—Send me “How 1 
Plan The Home You Want.” 


Address ———— 
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At the sign of the chandler, ship captains with the 


spray of seven seas in their beards. swapped adventures as 


cargo, brought far happenings near ...and their tales told. 


stock’d rum, molasses. salt pork, hogshead, cask, butt, and firkin.. . 


To THE modern newspaper, as to the chandler’s shop. comes the first 


shifting scenes from the giant stage of North, East, West, South. The 
press outfits the mind with currencies freshly minted... and thru 
commercial pages stocks the captain s castle with plate, fine fabric. 


dependable device, the modes and manifests of material living. 


well as shillings and the King’s gold, carried news no less than 


intelligence of events, epochal or evanescent. the world-winnowings, the 


i ed 


—— SV VRAWANAERNNS 


IN PHILADELPHIA. The Inquirer provisions the head as well as the hearth of 


900,000 families of worth and quality... and its linage cargo, sterling 


stamped, merits the inspection of traders in staples. comfits, and luxes. 


4] Z ZL, 3 UTTTLEL LL LET Ed pe SSSR) SS Nd | tuaE Ae Seva (se AIG 203.01) BAVA TTT II spistlags i 
Z- zz L777 “2 | UH eee) SAT a ee Ba | pgs 
ts LEY, SK" aH {Tp Pee SN TT site 9 oem OL OT. ie 
of - «agate eee i! Aga | eee ? . SRO esta: oh ae ; A ag ei be a ae NELYe Oo Opa 
7 SS 272+» L er PTT SSS | lit} wee DN, a alive? ae 
Se RES Be Ih SSN | era NY EORe : . 
: —~ CA RN WwW ies ee | 4 SeCeueeeael MUA Ss S05; mee <5 TOPE he. <2 \ # i 2 Al } ice 
| } a (\' <> if —~ Ai ff | na i ih ~S . ae ees 4 mr t Leib by Pe Phat Tie } eee 
. | ; i 2 — = uf HOPED 5 ; 1 tl [yisesss SS ~ SS i ate ! ae : DANK a5 : | 
lli- lS _— X EPEAT ia AEE aie +h ee Sage ae Re fees WG pace ' — 
SS «Ap ELE, : (A Agi Ty hi if é: — Pe As aha nae 1h ait) ie q P 
— — — === SSS Ly) a : ! SY Seo ee aa 
ol- a - op SEE aE 7 Zs ale i Mg - AH 4 
the - OY BEEEVB$ SH Hy = 7 BZ en oe “aliih| _ 
the / BE pT ZZ o>” Nes f eA wo ET ge | | | 
om SCA SEERA \\s ee pits Lili, | ZZ" ore a - 
-r er, S 4 (sea ps : eye PGeect oS WELT ; 
md Ze LZ_LLAZ_E_SE PAZ. [eee NT wey GS Ye 
cts AV" SVM Meg AG F ge ww; 14 ih Ha ZEA | J i th TIANINnT - 
mY, a er es a Ik! THe “a AHH | Fit 
ep S thy ei. A ie ‘il A ‘ i —— a rs . 
eS a" El 1) ea | ——— =” 
e- ire eo ae SS — Ss | | i i 2 | Nall 7 
Al x ‘ it \\s - 
a b= ses) SSRN | q 
a oe | AS] 1 a a — 4 
nd Spe, * |e giles SSF SSS | ie 5 Pl a = =F Y Mh : | a 
>) SS — wot St ES SS ee. |. — > Ae | 5. 
: z 0 AB GABE-<'’_ l . ae, =— Se a 
er Se Lg aa Sb —— 
~ =f : St = eZ —— | ee , Le Ls - 
As > SSS SS a oe | . Fas ~— ZL 
me SSS y= ab . 4) Se aS Vy = *. = ———$=—— , 
fo =a SS ra S —— =a ot ‘aise Vets: 5 = y ee was a cast —_ Tih : 
e- —~ ae oN a i aa /="— Fi aee A ee 
S| ——_.) ps Ses f2 Ba OO ——_———— - 
si- = SSA RRS.) 4222222508 \ eS aS 7/ Zaz Mie: 
a SSS" = = =a we a 
ral - . NM F Pay ‘ , —— | 
" F \\ ieee f —— =. 
of ' SW \\ \) = 2 Ae —— 2 
a SSM g ZZ ——- ; = 
- SS SSA i Pat a — ‘ LY ———_—— = iG - - 
e Ss SSS, ae ree 
> i 7 = = 
ind — : = AAS, Z_ZA AA —— Siicee A 
“4 Gf =———N CELE == - : 
~~ BEE: = =." Zn a a 7 “—— 
| ee YY, V SS = 
% 7 be = 
s Wa ————— SSX 4 . + 
4 CA QZ ZE \ . Rete 
| =\y aes 
: = 
| ti 
g 
J] |] The Phitadetpfia Ingui | 
1: ¢ Philadelphia Anguiver “4 
. 
| ¢, 
| LARS SHSRACTSTRTSTCOS KS SEC SARC SCARALCSACec ea secee : | 


36 


Chappell and Politz 
to Aud Potw & Co. Farm Press to 


Dr. Matthew Chappell, vice- Warn of Land 
president of Elliott-Haynes Ltd., . . 
Canadian research organization, Price Inflation 
and Dr. Alfred Politz, who heads ‘ 
his own research firm, have been| Washington, May 29. — An 
named consultants on radio re-|appeal to the Agricultural Publish- 
search to Edward Petry & Co.,|ers Association by Economic Sta- 
New York station representative,|bilization Director William H. 
Davis has apparently guaranteed 
the successful circulation of the 
intensified anti-inflation drive 


THE BAKING INDUSTRY MAGAZINE |which government agencies have 


planned for rural areas. 


i k “ie Q... Alarmed by the rise in farm 
= | prs: p pe S—aiie= |land prices, Mr. Davis called on 
ae ARAN —— ——s— | OW!I, and on BBDO, War Advertis- 
ing Council task force for economic 
FACT NO. 22 — stabilization, to work out a cam- 
Advertisers in BAKERS’ paign which would warn the 
ion a _e Rg oe farmer against land speculation. 
dustry Blue Book service, The Department of Agriculture 

a constantly revised joined in the appeal. 
re mgpond® -y WL Copy for the campaign features 
helpful to YOUR sales- the slogan, “Keep your farm safe 
manager. and a don’t speculate,” 
. > . — and ads were prepared for month- 
DAKERS HELPER@: ccs 7; cadoull = ily insertion from July to the end 
of the year. Copy points to land 


270 Brondacy, New Yort, NY 
“UBLISHED EVERY TWO WEEKS booms and crashes after the last 
war. 


To assure pin-point distribution 
of the copy, Mr. Davis asked 
Charles E. Sweet, president of 
Agricultural Publishers Associa- | 
tion, to present the problem to the | 
farm press. Ads were read to the | 
directors of APA, and the associa- | 
tion agreed to spearhead the drive. | 

Letters went out under the sig- | 
nature of APA secretary Lloyd | 
Burlingham to 420 farm publica- | 
tions, many of which were not | 
members of the association. Pa-| 
pers received copies of the ad and | 
instructions for order mats. With- | 
in a few days, OWI had orders 
for 109 sets of mats. 


A Serious Problem | 
In appealing to Mr. Sweet for | 


assistance, Mr. Davis said he was | 
sure that every publisher in the 
farm field appreciated the danger 
to farming that would result from 
inflation, and that they were giv- 
ing editorial support to the fight 
against inflation which would be 
waged during the next 18 critical 
months. 

Extending his thanks for the 
editorial support, and acknowl- 
edging his awareness of the paper 
situation, Mr. Davis continued, 
“This question of speculation in 


DADDY, 
WHAT’S 
AN 
ELK? 


An Elk, son, is a man who is as interested in his fellow- 
man as he is in himself. 


He is a man who values the friendship and com- 
panionship of other men who think. They don’t always 
think the same way about business, or how the Govern- 
ment should be run. But an Elk thinks. And he makes 
felt his thinking on the various things he’s interested 
in. He's articulate. 


An Elk enjoys living, too. And because he’s either 
in business for himself, or is an important man_ in 
someone else’s business, his income is way above aver- 
age. He can afford to buy the things he wants for 
himself and his family. 


In short, an Elk is that happy combination of man 
who has the respect of his community and his country, 
and who lives his life to deserve that respect. 


ego 8 = 


=~ . 
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What's 
THE GREATEST 
DANGER 


on your farm today? 


c - 


a rimer A MEAN GULLY 


is 
Mes ier a : . ’ on : : : si Posen dd sam? am Open Wein? What Happened 
=o : - . After the Last War 
Getting ready for anything? i yr re aa NN 


ARICHETY BUILDING? INFLATED PRICES? 
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I Can’t Forget 


, ier, er, 
° Yo KEEP YOUR FARM KEEP YOUR FARM 
SAFE «<0 SOUND fi SAFE sno SOUND SAFE sno SOUND 


SAVE ~ DON'T SPECULATE SAVE - DON'T SPECULATE SAVE ~ DON'T SPECULATE 


FIGHT FARM INFLATION—Three ads in the campaign developed by BBDO, 

War Advertising Council task force agency for economic stabilization, are 

these, which are scheduled to appear in the nation's farm press through the 
cooperation of the Agricultural Publishers Association. 


farm lands and of inflation in gen-| economic stabilization, and Stuart 
eral is so vital to the farmers of|Peabody of Borden Company is 
America that we need cooperation | council coordinator. 

of all farm publications in the 


campaign. j 
“T am sure that these messages Albany Club to Join AFA 
in the form of advertising are im-| The recently reorganized A\l- 


portant, in addition to the fine|bany Advertising Club plans to 
work being done by individual | affiliate with the Advertising Fed- 
editors. The advertisements, seen|eration of America, Arthur A 


‘in farm publications, will tie to- | Perkins, president, announced at 
|gether those individual efforts;|a May 24 luncheon meeting of th 


they will give continuity to all our} group. Earle Pearson, AFA gen- 
efforts.” eral manager, who addressed the 
club, discussed policies and pro- 
Urged to Pay Debts cedures of some of the larger ad 
In the ads, farmers are urged to|clubs in the country. 
put their spare dollars into war sntithadipeenemateattinnee 
bonds, pay off debts or put their = 
farm into top-production shape by Connors Rejoins Paper 
building up the land, improving Comdr. William J. Connors Jr. 
livestock and fixing buildings. USNR, has returned to his duties 


We 4d; AZ Ew 
NEW YORK * CHICAGO * DETROIT 


Herman Hettinger of Crowell-|as president and publisher of the 
Collier is the War Advertising| Buffalo Courier - Express, afte! 
Council campaign manager for!four years of active naval service 


More Listeners than 
All Other Stations 


Combined!* 


i oon a) 


ey 


* CONLAN METROPOLITAN PEORIA 
SURVEY, FEBRUARY, 1945 


Results shown include every day of the 
week, all hours ... definite proof that 
Peoriarea cannot be adequately covered 
without WMBD. 


Peoriarea . . . over 600,000 population 
. . « prosperous now and in postwar. 
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For further details, write 
to FREE & PETERS, or qART OF Mee, 
WMBD, Peoria. mat 
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In 1924, national politics rather than 
national preparedness transferred Navy 
traffic south, leaving San Francisco a 
secondary station . . . But from now 
on, the half-hemisphere patrol from the 
Aleutians to the Canal, and the policing 
of the Pacific makes San Francisco’s 
central location the Number One West 
Coast naval station. 

Today the Navy has 41 bases and 
camps in and around San Francisco— 
many will be permanent. And the Navy 
for a long time is going to be big business 
—-stable and secure to San Francisco... 
not fleet visits of bluejackets, but an 
estimated shore based personnel of some 
100,000 service and civilian personnel... 
officers, experts, specialists and artisans 
occupied with theadministration, supply, 
equipment and repair of both surface and 
air forces...and their homesand families. 

So to San Francisco’s other postwar 
augmented assets can now be added a 
substantial chunk of Uncle Sam’s pay 
cash .. . to swell total trade from new 
population, new industries, new jobs, 
previous manufactures, increased fruit 
growing, agriculture, wholesale trade 
and distribution, expanded shipping, 
finance, insurance and the concentration 
of the government agencies . . . all of 


Neighbors... of the Navy 


which point to San Francisco as a focal 
point of commerce second only to New 
York in its widespread influence . . . and 
a major market worthy of your major 
sales effort and advertising. 


Front poor to this new Pacific 
Coast potential is The Chronicle, as 
inevitably a part of San Francisco’s future 
as it has been part of the City’s past . . . 
Native owned, locally rooted and civic 
concerned, The Chronicle awaits the 
return of the more than a third of its 
young staff in the armed services, has 
plan and program ready for a newspaper 
of national calibre to serve its expanded 
environment. Read by the upper fourth 
of San Francisco families, reaching the 
sources of influence and business through 
the whole central West. The Chronicle 
has always been a good advertising 
medium for the best local merchants and 
leading national advertisers . . . now 
offers bigger and better prospects for 
postwar business than most regional 
media elsewhere . . . The Chronicle 
affords access to opinion and to decision 
centers as well as mass purchase... A 
session with a Chronicle representative 
now is a practical point in any national 
advertiser’s postwar plans. 


San Francisco Chronicle 


National Advertising Representatives: Sawyer, Fercuson, WAtKgR Co, 


New York, Chicago, Detroit, Atlanta, San Francisco 


oe a 
ai! Ark! . F \\ "43 ty . a ; , 
= — o a 
; eae oi ae 
DO, : 9B. An, ei: 
? ~ Baa 4 . 
ot 4e4f re. 
bene y Dp 5 te NS | 
FA Wy ae y a 
y | wmar% an 
NY : U7 ‘ . . ‘ a", ‘ 7 j 
i” 7) UNA 4 
~ aa / f \\ ‘ 
a ™ if a 
7 LV BI NW, a 
é q¢ a ’ . a 
ik WINS q 
y Das | N i 
re =A = sa 
. 5 oN. 
Ra s 7 : oi 
— , id ng 
| : j | ae 
the . |= , KR] mm Be 
| ee pe a 
| BA : 
: . / t iW _ a = 
2S. ye a ap ; 
Sse gr ess —_— 4 
it: or. . f | Yh ore" . inte ; q Bae — i y bi 
ins! 47} wie | ee a... P : - . j | 
2 Sale _- >=. ii ee, ee f | 
| re, / ieee, 
? | U ——o—— . , ai r i ‘ « 7 } ; F age s<dup a a me : ‘ wer ey } 


38 


Sonotone to Sell 
New Instrument 


at Old Price 


New York, May 29.—Sonotone 
Corporation will introduce a new 
Sonotone “600” hearing aid this 
week with full-page advertise- 
ments in Life and a revised news- 


“No Burton Browne 


paper cooperative campaign in 
dealer cities. The campaign, how- 
ever, will merely be a change of 
copy theme, rather than an in- 
crease in expenditure. 

Despite the entrance of low- 
price hearing aids into the field 
and the subsequent lowering of 
prices by other firms, Sonotone 
will continue to sell the new prod- 
uct for $185, claiming that the 
superiority of the new instrument 
precludes any necessity for price- 
lowering. 


Copy Gives Reasons 

The first advertisement to ap- 
pear in Life will proclaim “It’s 
going to make a big difference 
in your hearing.” Copy gives rea- 
sons for the superiority of the 
Sonotone “600,” and replies to 
many objections to hearing aids. 

For example, the new instru- 
ment uses less and smaller bat- 
teries, and has more power than 


any other instrument using the 
same battery voltage. Further- 
more, say the ads, the “600” is 


selective and has a control to fade 
out background noises. 

Lloyd, Chester & Dillingham, 
Inc., is the agency. 


Liquor Papers 
Join to Raise 
Press Standards 


Chicago, May 29.—-Publishers of 
five of the 40 or so alcoholic bev- 
erage publications in the country 
have organized Beverage Publica- 
tions of America for the purpose 
of raising the journalistic ethics 
of the papers in the field and of 
bringing about, thereby, the “ele- 
vation and perpetuation of the 
alcoholic beverage industry.” 

Formal organization of the group 
will take place at a meeting at the 
Edgewater Beach Hotel here, July 
8-10. H. William Johnson, Tavern 
News, Chicago, meanwhile, has 
been elected temporary chairman. 
The nucleus of the group includes 
Mr. Johnson; Irving Diamond, 
Arizona Beverage Journal, Phoe- 
nix; James L. Rogers, Beverage 
Industry News, San _ Francisco; 


Jack Treuhaft, Beverage Times, 
New York, and Charles W. Graves, 
Ohio Tavern News, Columbus. 


Tentative Code Adopted 


They have set up a tentative 
code of ethics for members, re- 
quiring that “service to the read- 
ers is the first consideration of 
each publisher and that editorial 
material must be truthful. 

“Backing up the editorial pol- 
icy,” Mr. Johnson asserts, “are the 
highly selective requirements for 
membership in BPA. Acceptable 
will be only those publications 
that have been in existence for a 
minimum of two years and have 
published without interruption 
and on regularly scheduled dates 
during that time.” 

He explained that such a rule 
must be followed by the group to 
give it time to decide whether a 
new publication in the field is 
acting in the interest of the alco- 
holic beverage industry, is a bona 
fide publisher or is fronting for 
someone else, and the like. 

Members must also belong to 
the Audit Bureau of Circulations 
or Controlled Circulation Audit, 
and must strictly adhere to their 
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WOMEN. ... 


PAPERS SINCE 


13,0 


A Weekly Sponsored Column of Things Advertised en 


EDITORIALIZED ADVERTISING COLUMN 
FEATURING PRODUCTS OF INTEREST TO 


PROVEN SUCCESSFUL IN SOCIETY AND 
WOMAN’S SECTIONS OF SUNDAY NEWS- 
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SEPT. 7, 1941.... 


00,000 


CIRCULATION 


East Central Group 


New York Herald Tribune 


Chicago Tribune 
Philadelphia Inquirer 
Detroit News 
Cleveland Plain Dealer 


$t. Lovis Globe-Democrat 


Boston Post 
Pittsburgh Press 
Washington Star 
Minneapolis Tribune 
Cincinnati Enquirer 
Indianapolis Star 
Buffalo Courier-Express 
Des Moines Register 
Kansas City Star 
Milwaukee Journal 
Omaha World-Herald 
Toledo Times 
Columbus Dispatch 


Springfield Union & Republican 


2 Worcester Telegram 
at Portland (Me.) Telegram 
Bridgeport Herald 


Dayton News 


Wichita Bea 
Southern ew 


Sesaenbe Herald-American 


ae < ae (W. Va.) 


New Orleans Times-Picayune 


Gey wile Boy Ler: 


Houston Chronicle 

Atlanta Journal 

Ft. Worth Star-Telegram 

Dallas News 

Memphis Commercial Appeal 

Birmingham News & 

Richmond Times-Dispatch 

Miami Herald 

Nashville Tennessean 

Jacksonville Times-Union 

Norfolk Virginia-Pilot 

Ledger-Dispatch 

Charlotte Observer 

San Antonio Express 

Arkansas Gazette (Little Rock) 

Chattanoo 

Tulsa World 
Pacific Coast Group 

Los Angeles Times 

San Francisco Chronicle, 

pm og | Tribune , 

Seattle Times Pa 

Oregon Journal rons? 

San Diego Union 


wade Republic —” 
Fresno Bee 


Times 


Sacramento Bee dEve. ) 
Long Beach P Telegram 
toonme News Tribune 


NANCY SASSER .. . already a 
household personality with’ 
women all over America, will © 
remind her readers to turn to 
BUY-LINES for MEN ONLY in 
the same newspapers... there- 
by encouraging dual men’s . 
and women’s readership of the” 
BUY-LINES column for men. 


BUY-LINES 


(271 Madison ‘p.. e York 16, N. Y. 
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WORLD OF BUYING. ... 


wt good mercha 


Here‘s the Quick Way to Seil More to , Botht 


in Sunday newspapers throughout the United States, Nancy and Phil Sassér's 
personal recommendation of your product, with mention of local retailers. 
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EDITORIALIZED ADVERTISING COLUMN 
FEATURING WHAT’S WHAT IN A MAN’S 


BEGINNING ON SPORTS OR MAIN NEWS 
PAGES OF SUNDAY NEWSPAPERS — 


SEPTEMBER 9, 1945.... 


7,000,000 


CIRCULATION eo 


New York Herald Tribune 
Chicago Tribune 
Philadelphia Inquirer 
Detroit News 
Boston Post 
Washington Star 
Minneapolis Tribune 
Cincinnati Enquirer 
Indianapolis Star 
Buffalo Courier-Express 
Dayton News 
, Charleston Gazette 


St. Paul Pioneer Press 
Des Moines Register 


Omaha World-Herald 
Columbus Dispatch 
Toledo Times 

Worcester Telegram 
Bridgeport Herald 
Syracuse Herald-American 
Wichita Beacon 


Kansas City Star om 
Milwaukee Journal al 


Southern and Pacific Coast Papers To Be Added Later. 


» PHIL SASSER . . . specializing 
on products that require a mas- 
culine touch and viewpoint. . . 
sports, apparel, mechanical 
and post-war products. Nancy 
Sasser will “chip in’ with rec- 
ommendations on products 
men buy for their homes, fam- 
ilies and as gifts. 


d bomen ‘A ca = 


For full particulars regarding the exclusive adver- ee 
tising of your product on the Sundays you ‘a 
schedule, write the nearest BUY-LINES office. 


by Nancy paneer 


pe N. agg Se 7 
235 Montgomery St., San Francisco " 


Advertising Age, June 4, (945 


published advertising rates. fur. 
ther protection for advertises jg 
provided in an agreement on “ep. 
sorship of any advertising w hich 
may be considered unethica’ 
may tend to discredit the indus. 
wy.” 

Charles Edson Rose Company 
Chicago agency, has been ap. 
pointed to handle public relation; 
and advertising for BPA as 
worked out at later meetings. 


Seek Other Members 


Efforts are being made now ty 
enlist ABC and CCA liquor, wine 
and brewing publications in the 
new set-up. According to Indus. 
trial Marketing’s annual Marke 
Data Book number, 10 of these 
publications are members of CCA. 
eight are members of ABC and 24 
do not belong to either. 


Borden Signs Simms 
on CBS This Fall 


The Borden Company, New 
York, which is shifting the Jerry 
Wayne show July 6 from the 
American Broadcasting Company 
to CBS, Friday, 7:30-8 p.m., EWT, 
has signed Ginny Simms to a five. 
year contract starting this fall in 
that period. As m.c. and singer, 
Miss Simms will head a variety 
program with orchestra, somewhat 
similar to her current show on 
NBC for Philip Morris & Co. 

In retaining Sunday, 8:30-9 p.m, 
EWT, on the American Broadcast- 
ing Company until the end of its 
current contract, Borden is stil] 
undecided on what show it will use 
(AA, May 21). Doherty, Clifford & 
Shenfield and Kenyon & Eckhardt 
are both offering... programs to 
Borden for that spot. Jerry Wayne 
and the new Ginny Simms pro- 
gram are placed through Young & 
Rubicam, New York. 


Wright Adds New Post 

Clifford R. Wright, vice-presi- 
dent in charge of merchandising 
for Lees-Cochrane Company 
Bridgeport, Pa., has assumed addi- 
tional duties as director of market- 
ing, and will be in charge of co- 
ordinating the various sales and 
merchandising activities of the 
company. Peter P. Hagan, presi- 
dent of Charles P. Cochrane Com- 
pany before it was succeeded by 
the present firm, has retired from 
active company duties and wil 
continue as a board member of the 
parent company, James Lees & 
Sons Company. 


Toiletries Annual Out 


_ Chain Store Age, New York, has 
issued its 7th Annual Toiletries 
Manual, separately - bound section 
of the Variety Store Edition of 
the paper. This year’s edition 
carries 32 pages of reference text 
with illustrations. 


A More key officials in W 55" 
ington read TIME regularly ©» 
read any other magazine, h weve 
big its circulation. 


p The members of C 
vote TIME the most in 
U.S. magazine that ¢ 
advertising. 


a 


For further details write '° 


TIME 


9 Rockefeller Plaza, New York 20,'' 
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A STRANGE SORT 
OF PRAYER 


ELL, GOD, here we are. 


You up there. Me down here, with a burning sun, a mess 
of insects, too much ocean, and other buddies just as lonely 


as me, 


Oh, God, how nice it must be back home, with Ger- 
many licked, and the folks humming, and some of the 


boys all finished with the fighting. 


But I guess that wasn’t meant for me, was it? And 


tomorrow and tomorrow I'll still be dodging bullets, still 


~ 


feeling lost in the middle of the night. 

Well, no hard feelings. 

I'll go wherever You say, and do whatever You want 
me to. For You know what’s best for me. 

But say, if You can only get the people back home to 
remember me, maybe they'll still bear down. Maybe they'll 


still send us their blood, still stay on the job, still keep 


making the stuff we need. 


You see, God, I'd like to get home, too. 


Young & Rubicam, Inc., 255 Madison Avenue, New York City 
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40 
Heads Airline Group 


| 

Harold Crary, i a 
traffic, United Air Lines, Chicago, 
has been elected president of the 
reorganized Air Traffic Conference | 
of America, representing 20 U. S.| 
and two Canadian airlines. The 
conference is working toward bet- 
ter passenger and cargo service to 
the public and more efficient sales 
efforts among the airlines in the 


immediate postwar period. 


The new messages are to ap- 
pear weekly in more than 50 
western newspapers, with adver- 


Promotes Canned | 
Grapefruit Juice |i crmiet ote el 


Santa Ana, Cal., May 29.—To| California, Nevada and Arizona. 
take advantage of the warm)/Supplementing the newspaper ads 
weather season for canned fruit) will be frequent insertions in Fam- 
juices, Treesweet Products Com-|ily Circle and Western Family. 
pany is launching an extensive ad-| Erwin, Wasey & Co., San Fran- 
vertising campaign to promote|cisco, is the agency in charge. 


sales of its Treesweet canned 
Connelly to Y&R 


GIBBONS 


_- A OVERTISING 


¢ *h 7% Oe 


KNOWS CANADA 
J. J, GIBBONS LTD. 


grapefruit juice. 
Richard T. Connelly, trade news 


ing the network to join the radio 
publicity division of Young & 
Rubicam, New York. No successor 
has been selected as yet by NBC. 


MERCHANDISING 


editor of NBC, on June 15 is leav- | 
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ONLY THE TIMES-DEMOCRAT HAVE 100% HOME 
COVERAGE IN DAVENPORT, IOWA—THE POPU- 
LATION, SHOPPING AND BUSINESS CENTER OF 
THIS PROSPEROUS MARKET OF OVER 200,000. 


IMPORTANT FACTS 


@ Davenport's bank deposits and debits are the 
largest in this active market. 


@ Davenport merchants of all types do by far the 
largest annual sales volume in the area. 


@ These same prosperous Davenport merchants 
always spend the major share of their entire 
advertising budget in the Times-Democrat. 


memembenr The Times-Democrat are essential if you don’t want to miss 


the largest and wealthiest of the Tri-Cities and the shopping heart of the 


entire trading area. 


Remember, too, that only the Times-Democrat have 


substantial home delivered circulation in all three cities and the surround- 
ing rural areas of both Iowa and Illinois. 


ROCK ILL. 


ISLAND, 


ILL. 


DAVENPORT, IOWA 


Sales Federation 
Faces Constitution 
Change at Meeting 


| Chicago, May 29.—The National 
Federation of Sales Executives will 
hold its annual meeting at the 
Edgewater Beach Hotel here June 
10-12, with most of the session to 
be devoted to reception of reports 
by standing and special commit- 
tees. 

George S. Jones Jr., president, 
|has announced that the board of 
‘directors will meet the evening of 
|June 10. The annual address by 
Mr. Jones, who is vice-president of 
Servel, Inc., Evansville, Ind., will 
| be given June 11, as will the re- 
|port of R. C. Dickinson, secretary, 
|and vice-president, ice cream divi- 
‘sion, The Borden Company, Chi- 
| cago. 

Chairmen of the following com- 
/mittees will report during the day: 
'Constitution and by-laws, with a 
new set-up proposed for action; 
|;nominating; extension; govern- 
| mental cooperation; employment 
standards for salesmen; CED co- 
operating committee; liaison; sell- 


rp 


advertising 


ge, June 4, 
ling as a career; speakers, eq 
convention. 


Club officials will meet in mo 
ing and afternoon sessions June 
to discuss club problems and ; 
grams. 


NBC Issues ‘X’, 
3rd War News Booklet 

A recapitulation of the last °33 
days of the war in Germany as 
NBC listeners heard the story dur- 
ing that time has been publisheg 
by NBC in a 52-page illustraiog 
booklet, titled “X”, compiled wn- 
der the supervision of Charles P. 
Hammond, director of advertising 
and promotion. 

“X” supplements NBC’s “The 
Fourth Chime,” published July, 
1944, to cover events from 193] 
through D-Day, and NEC's 
“H-Hour—1944,” published after 
D-Day and describing NBC’s coy- 
erage of that event. 


Gets Ogilvie Sisters 


Ogilvie Sisters, Inc., New York. 
hair preparation company, has ap- 
pointed Frederick Gravenson Com- 
pany, New York, to handle its ac- 
count. 


‘we 


be the life 


BE A VENTRILOQUIST, make new 
friends, earn big pay! 


A certain virtuoso of that art does 
very well indeed with Chase & 
Sanborn. The same principle could 
pay off for you at Standard Brands, 
too. To do the future sales job you 
must get done, means getting into 
more Standard Brands’ executives, 
more often, and with a carefully 
developed story. 


Some of this job you can do best 
in person. Some of it you can do 
best with the help of these five 
| advertising-marketing magazines. 


“IT’S USEFUL to know Jim Adams 
personally subscribes to three of 
these magazines. That Don Stetler, 


Throw your voice ... 


of the party ! 


J. L. Bogart, John La Ware, Rus- 
sell Varney, R. W. Brooks, et al, 
each have at least one subscrip- 
tion. In addition, at least a dozen 
company subs and coverage of key 
branch managers. 


BULWARK THIS with well over 200 
paid subs at key agencies Thomp- 
son, Ted Bates, Leo Burnett, Ken- 
yon & Eckhardt, Kudner, Western 
A.A. hitting agency execs |i 
Kinney, Kohl, Resor, Short, Mee <, 
Whitney, Young, Bates, Burne't, 
1 


a") 


Busk, Carnese, Brophy, Kenyon, 
Mills, Ellis, Pykett—and you hae 
a powerful second voice for yor 
selling: 


Where else SO MUCH ... for 
relatively little? 


* ADVERTISING AGE 


ADVERTISING & SELLING + PRINTERS’ INK 
SALES MANAGEMENT + TIDE 
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W< Guaranteed by 
A Good Housekeeping 
Yor got DEFECTIVE OR 


aus eS 4 


| Green Light for 
MRS. MARTINS \ 


Rus 

t al, 

“ted ‘Vis a ee Because she — like millions of her sisters — has 

key ° e . . . 
OF nae of tin sevendatinn Waris, Meander learned to have faith in the Good aaa tthe ne 

” from one counter to the other, while the clerk ages It means to her that samples of this merchandise 

Son visibly, waiting for her to make a choice. come up to Good Housekeeping standards of value 

. Let Mrs. Martins spy a Good Housekeeping Guar- and safety. 

eck, anty Seal, however, and her decision is made! To establish such faith, we have spent years of time 

yon, As if that seal were a green traffic light, she goes 24 effort, millions of dollars. 

ll ahead. Those who accept the Good Housekeeping Guar- j 
Why? anty Seal as a symbol of value do so because they : 


You know why. realize that — 


unl or REFUND 
Sas * <> 
* Guaranteed by ~ 
Good Housekeeping 
No. IF DEFECTIVE OR ~ 
24S Apvenristo THES 


we give this seal to no one— 
the product that has it, earns it 


Housekeeping 


The Homemakers’ Bureau of Standards 
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50,000 watts 


| Represented by NBC SPOT SALES 
bea al 
1945 — RADIO'S 25TH ANNIVERSARY— 
PLEDGED TO VICTORY 


Carson Pirie Scott & Co., one of Chicago's oldest and finest department 
stores, recently decided to inaugurate an institutional advertising campaign. 
Radio was chosen as the medium to reach the millions in the Chicagoland 
market, America’s 2nd largest, where 2,855,700 families annually spend 
over $3,500,000,000. 

Before selecting a station they checked station coverages and found 
WMAQ to be Chicago’s number 1 station—the Chicago station most people 
listen to most. 

And so Carson Pirie Scott & Co. currently sponsors “Variety at 5:15” on 
Monday, Wednesday and Friday evenings. They have joined the group of 
discerning advertisers whose programs over WMAQ make up radio's finest 
entertainment program schedule in the world. 

WMAQ-— morning, noon and night — reaches the people who listen and 
buy. Information concerning time availabilities furnished upon request. 


The Chicago station 
most people listen to most 
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Advertising Age, June 4, 1945 


‘you OUGHT To KNOW . 


_ . BUSINESS CHART OF THE WEEK . 


43 


OTHER FEATURES . . ai 


Ihe Pay- OL NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


‘n this department, basic principles which have proved their value in matt 
wrder advertising—and which are equally important to the advertiser who 
loes not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


By ELON G. BORTON 


Advertising Director 
La Salle Extension University 


Last week The Pay-Off discussed par- 
tially the finding of direct response ad- 
vertisers that they can successfully re- 
peat good ads over and over, sometimes 
indefinitely and often in the same media. 
Two page ads were shown to illustrate 
that this principle applies to large ads. 

Here are some small ads which illus- 
trate that this principle applies also and 
even more strongly to small ads. The 
High School ad of the American School is 
reported by C. M. Elliott to have been 


at Home 


life. Be a Hig 


a 4 a 
Easy To Turn Trees Into Money | 


Makes hombre 
ties, shingles 
crates, iat 
tudd 


High School Course 


Many Finish in 2 Years 


Go as rapidly as your time and abilities permit. Course 
equivalent to resident school work— prepares for college 
entrance exams. Standard H.S. texts supplied. Diploma. 
Credit for H. S. subjects already completed. Single subjects if de- 
sired. High school education is very important for pévencoment 5 - 
business and industsy and socially. Don't be 


the big circulation publications, but little 
ads aren’t affected by this. A two inch 
ad may run in almost any publication 
month after month and be profitable each 
time, while a full page unit may stand 
repetition only occasionally. The big unit 
drains off more of the prospects while the 
little ad reaches only a small proportion 
of them each time. 

Direct response advertisers do not need 
any “preaching” on this possibility of re- 
peating good ads—they usually follow 
their result figures. But general adver- 
tisers too often overlook it with conse- 
quent extra effort and loss in results. 

Agency men tell The Pay-Off that cli- 
ents are often to blame for dropping good 


handicapped all 


h School graduate. Start your training now. “rowed 
Bulletin on request. No obligation. 


merican School, Dpt. H-000, Drexel at 58th, Chicago 


BELSAW MODELS 


commercial sawing. Pays for sleet ‘quickly: 


SA 
Dept. 1811-P, 3542 


MACHINERY COMPANY 
Main Street, Kansas 


hy ti 
“DU-ALL” 


or rubber 7 Hate ;. will plow, ouivehe, 
Plans for building, in few hours, any 
one of above, postpaid’ for $1.00 
(state which wanted) or all 3 for 
$2.00. Money Back Guaranteed! 


SHAW MFG. CO., 4505 Front St. 


Galesburg, Kansas 
668G North 4th St., 


GARDEN TRACTORS 


@ 1 to 9 H.P. Circulars oh request. War limits 4 
yer supply repaits for all SHAW 
ractors sold in our 41 years in business. 


BUILD YOUR OWN RIDINGE&E 
TRACTOR—“WAR HORSE” 


using old auto parts, powered by 2 H.P. or 
larger air-cooled wane or walking type 
Garden Tractor % to 3 H.P. or convert truck 


Columbus, Ohlo 


and Peppy ‘Pal’ 


used repeatedly for about 35 years. The 
Pay-Off has no figures on the other ads, 
but is told that they have been used re- 
peatedly and with good results. 

While larger ads—a column or more— 
may have to be used more sparingly in 
repetition, especially in the same pub- 
lications, small ad repetition can be prac- 
tically unlimited. A _ publication with 
small and static circulation will stand 
large ad repetition less effectively than 


You Ought to Know . 


For many years the rococo art galleries 
long New York’s 57th St. emulated 
ieir prototypes in Paris with exhibitions 
‘ paintings by Europeans and Americans 
Europe. American art was considered 
o crude for the tony 
illeries, where no one 
ised his voice above 
hush, and besides, 
‘t was obviously a 
easure reserved for 
e wealthy. 
Within the past ten 
‘ars, however, a new 
rganization has 
nerged which is 
ised on the theory 
iat art is for every- 
ody and that Ameri- 
in art in particular is as good as any 
1 the world. The man responsible for 


Reeves Lewenthal 


ads or campaigns because they get “fed 
up with seeing them.” Even campaigns 
with fine sales results or with excellent 
readership figures have been killed by ad 
managers and presidents because they are 
“sick of seeing the same old proofs.” 

Remember that comparatively few of 
the readers have seen or read your “old” 
ad and that most of those few forget it 
quickly. The public isn’t tired of seeing 
your ad even if you may be. 


e eo Reeves Lewenthal 


taking most of the snobbery out of art 
and for making it pay is Reeves Lewen- 
thal, president and founder of Associated 
American Artists. 

There is nothing rococo about Lewen- 
thal who, at 36, is boss of 123 artists. He 
provides legal advice and hospital care 
and even has someone to take care of 
artists’ financial matters. All of these 
are scarcely traditional in the art world, 
but neither is he. He is, in every sense 
of the word, a business man who can use 
phrases like “stoppage value” with au- 
thority, and is head of a company which 
grosses well over a million dollars a year. 

Furthermore, he claims that the suc- 
cess of the organization is due to adver- 
tising alone and as proof he cites the cur- 
rent advertising budget of $300,000. This 
compares with an initial outlay of $550 
in 1934. The annual sales today repre- 


sent a hefty jump over the first year’s 
figure of $27,000. 

Reeves comes to promotion naturally. 
A Rockford, Ill., boy, he started out on 
the city desk of the Detroit Free Press, in 
1927, switching later to the Detroit Times. 
While at the Times, he decided he wanted 
to make more money so he transferred to 
the advertising department. His first 
day out he sold the largest classified 
contract in the paper’s history and got 
himself a new job doing publicity for 
various real estate developments. 

In 1932 he met Douglas Chandor, the 
British painter, with whom he went to 
England to study at the Slade School of 
Art. But his love for art manifested 
itself in another way and he did publicity 
for the Royal Academy. The next year 
he returned to the U. S. and handled 
public relations for the National Academy 
of Design, the Society of American Etch- 
ers and other art organizations. 

It was then that Lewenthal realized 
that there was no central agency to pro- 
mote contemporary American art and 
that was how, in October, 1934, the As- 
sociated American Artists came into be- 
ing. That first year, all sales were by 
mail order and consisted of original litho- 
graphs and etchings which retailed at $5 
each. The $27,000 sales that first year 
proved that art could be sold by mail. It 
also proved that Reeves had carved a 
niche in the history of art when he in- 
troduced the technique. 

Among the many promotion ideas he 
advanced was the use of magazines to 
publicize art. The picture magazines, of 
course, were a natural, but other maga- 
zines ran stories and articles too. Ex- 
hibits were arranged at schools through- 
out the country, all with one purpose in 
mind—to stimulate interest in American 
art. 

In 1937, paintings were added to the 
list, and regular shows are now exhibited 
at the Association galleries. These ex- 
hibits run for limited times in contrast 
to the permanent exhibits of black and 
whites which change only as the prints 
are exhausted, but which add new ones 
constantly. The sale of paintings amounts 
to about 20% of total sales today. 

Another facet of this business is the 
licensing of paintings for reproduction in 
Christmas cards. These are printed under 
the imprint of the American Artists 
Group, a separate organization, whose 
sales for cards run to about $1,000,000. 
The royalties from licenses amount to 
about 15% of the total Associated Ameri- 


can Artists income figure each year. 

Of the three divisions, gallery, mail 
order and special services, it is the lat- 
ter which, in Mr. Lewenthal’s opinion, 
has the greatest future. As he says, “In- 
dustry must be the patron of art” and 
his position as seller of art to industry 
is unquestioned. 

He does not contend, however, that 
the use of art can ever replace the com- 
mercial artist. “In his own field,” he says, 
“the commercial artist is unparalleled. 
But we feel that there is a job which the 
objective artist can do better, and we can 
prove the high readership interest in ad- 
vertisements which use paintings.” 

The first advertiser to use paintings 
purchased through Associated American 
Artists was Steinway & Sons in 1935, 
through N. W. Ayer & Son. The next 
year, Abbott Laboratories signed a con- 
tract with the AAA which is still in ex- 
istence. In fact, Abbott is the largest 
user of art in the country. 

This year, Hiram Walker, Inc., signed 
a three year contract with the Associated 
American Artists, as did Ohrbach’s, New 
York women’s specialty shop. Two 
others which entered the fold are Sears, 
Roebuck and R. J. Reynolds, for Camel 
cigarets. 

Others which have been in the AAA 
books for some time are Standard Oil of 
New Jersey, Shell Oil, Eaton Paper, 
Capehart phonographs and Coca-Cola. 
American Tobacco has used the paintings 
in the past and the contract was for 26 
paintings, but George Washington Hill, 
who knows the value of repetition, killed 
the campaign when one particular paint- 
ing caught his fancy. That painting has 
been used ever since. 

Lewenthal believes that artists of this 
type do a good job for advertising for 
two reasons: “(1) The public has been 
exposed by magazines to a different kind 
of art—realistic art. A farmer becomes 
a real person, not a model. The locale 
is obviously not chosen for effect. (2) 
For quality products, the interpretive 
painting fulfills a definite need.” 

Proof of his success are the 200 em- 
ployes who comprise the largest art gal- 
lery in the world, the magnificent new 
gallery recently opened in Chicago, as 
well as the older one in New York, and 
the projected galleries which will open 
in Canada and Paris. 

About that latter one, Lewenthal has 
this to say, “We’ve come the full circle. 
From now on we’re going to sell Ameri- 
can art to Europeans.” 
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Atlantic City in 
‘Half Off’ Bid 


to Honeymooners 


Atlantic City, N. J., May 29.— 
Hundreds of blushing brides and 
shy grooms will be enjoying At- 


lantic City’s vacationland next 
month as the result of a “Honey- 
moon in June” promotion of the 
City Press Bureau. 

Using the slogan, “Two Can 
Live as Cheap as One,” arrange- 
ments were made with the At- 
lantic City Hotel Association to 
provide hotel rooms at half the 
advertised rate and Atlantic City 


at 


OF COUTI@... Now how about your CATALOGS? 
CATALOGS are SALESMEN, aren't they...and in there PUNCHING 


all the time... you hope. 


So why not DRESS your CATALOGS in keeping with the time, 
_ effort and money spent in PRODUCING them. Nothing too fancy 
... but, on the other hand, not a make-shift cover that will look 


shabby and dog-eared in a few months. That isn't good busi- 


ness, and it isn't necessary. 


BEAVERITE can still give you good, sturdy tailor made covers, at 


surprisingly ow prices. However, deliveries are slow. It would 


be smart to plan now, for late Summer and Fall. If you'll tell us 


your requirements, we'll send samples. 


6-BP-2 


- BEAVERITE PRODUCTS. INC. 


35 DE WITT STREET, BEAVER FALLS, NEW YORK 


1g Covers, Ring Binders, Swing-O-Ring, ond Proposal Covers of BESTEX Artificial — 
Main, ond Paper Cover Stastny far Legcctont, Maman Wire findings == 


provides a proofreading 

department trained to recognize typographical 
errors in manuscript as well as in 

actual setting...Every proof is dovble-checked... 
all errors corrected before releasing 
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Restaurant Association to provide 
meals at 50% discount to newly 
married couples spending their 
honeymoon here. 

The “Honeymoon in June” pro- 
gram will be in operation from 
June 1 to June 17 and the re- 
sponse to an advertising campaign 
already has exceeded expectations. 


Ads Run in Dailies 


Mal Dodson, director of the City 
Press Bureau, allotted $500 to ad- 
vertising the project, with the Dor- 
land Advertising Agency handling 
the account. 

Advertising is placed in 55 news- 
papers, including urban papers in 
Pennsylvania and New Jersey and 
metropolitan papers between Bos- 
ton, Washington and Pittsburgh, 
including New York and Phila- 
delphia. 

Copy, decked with love-birds 
and including the two _ slogans, 
runs 160 lines, one column, for 
three insertions in each paper. 

Dodson said that 83% of the 
inquiries to date have come from 
service families and that 25% are 
from girls awaiting an early wed- 
ding to men now en route back 
from overseas. He said the heavi- 
est response was from Washington 


and New York. 

The honeymoon program in ad- 
dition to cutting hotel and restau- 
rant expenses in half will be 
marked by presentation of a cor- 
sage and souvenir box of candy 
to each bride by the city. 

Each couple also will be en- 
rolled in a ““Honeymoon Club” and 
invited to spend its golden wed- 
ding anniversary in this city. 


Kraft Widens 
Powdered Milk 
Test in South 


Chicago, May 29.—Kraft Cheese 
Company is continuing the test 
campaign begun a year ago in 
Texas markets for its powdered 
whole milk, a dehydrated product 
for which Kraft officials expect a 
large market in northern as well 
as southern areas as soon as it can 
increase deliveries. Large quanti- 
ties are being delivered to the 
armed forces. 

Since its original introduction in 
Texas cities, Kraft has obtained 
enough of a supply to test the 
powdered milk in other southwest- 


Advertising Age, June 4, 19-5 


ern markets and in Birmingha: 
Ala. Reception by consumers a) 
grocers, both independents a: 
chain stores, has been reported e> - 
cellent throughout the test. 

Ads emphasize that the produ 
is not a skim milk or milk subs' 
tute, and that when the powder 
simply added to water and t! 
mixture shaken and cooled it 
the same as fresh whole milk. 
is said to be suitable for drinkin < 
and for use in cooking. 

J. Walter Thompson Compan ., 
Chicago, handles the account. 


Etiquet Places Summer 
Drive in Newspapers 

Lehn & Fink Products Corpora- 
tion, New York, is using a special 
coast-to-coast campaign in news- 
papers this summer for the first 
time to promote the use of Etiquet 
deodorant. The drive in 25 papers, 
consisting of 200-line copy, backs 
up Etiquet’s year-round inser- 
tions in general magazines. 

Most of the ads in both media 
use amusing drawings with such 
queries as “Is it Etiquet to kiss in 
public?” Agency is Wm. Esty & 
Co., New York. 
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‘lue Adds 13 Stations 


The American Broadcasting 
ompany will add 13 stations to 
is chain on June 15, the effective 
cate of the contracts of the follow- 
g: WEEU, Reading, Pa.; WRJN, 
eacine, Wis.; WHGB, Harrisburg, 
12 WJBC, Bloomington, IIL; 
‘NAX, Yankton, S. D.; KRNT, 
es Moines, Ia.; WLAW, Lawrence, 
ass.; WPDQ, Jacksonville, Fla.; 
VOP, Boston, Mass.; WFTL, 
liami, Fla.; WFBR, Baltimore, 
Md.; WCAE, Pittsburgh, Pa., and 
‘HBL, Sheboygan, Wis. 


At at et 


a 
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Heads Box Makers Group 

A. M. Bond, Consolidated Paper 
Box Company, Somerville, Mass., 
has been elected president of the 
National Paper Box Manufactur- 
ers Association, Philadelphia. Other 
officers chosen were Arthur H. 
Kroeck, Kroeck Paper Box Com- 
pany, Chicago, vice-president; 
Henry J. Aemisegger, G. A. Bisler, 
Inc., Philadelphia, treasurer, and 
William R. Kreeger, reelected sec- 
retary. 


Cuts Trim Size 

Effective with the August, 1945, 
issue, National Carbonator & Bot- 
tler, Atlanta, Ga., will reduce its 
trim size to 8% by 11% inches. 


eee da 


ha? do 
Lhese Names 
Mean to You? — 


8. ALTMAN & COMPANY : ARNOLD CONSTABLE 
& CO. + BEST & COMPANY + BLACK STARR & 
GORHAM, INC. BONWIT TELLER, INC. 
BRENTANO’S LERNER SHOPS : JAMES 
McCUTCHEON & CO. + OPPENHEIM COLLINS 
& CO. PECK & PECK « W. & J. SLOANE 
MARTMA WEST MILGRIM : JANE ENGEL. 
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Fifth Avenue, New York! Right! 
But each of these stores is also lo- 
cated in Westchester . . . most of 
them, sinte long before the war. 
Not just sample shops, but each a 
full-fledged store in its own right, 
operating on a pay-out basis. 

Why Westchester? Because a 
county whose housewives buy 115 
million dollars’ worth of food a 
year, is also one of America’s rich- 
est markets for “Fifth Avenue” 
clothes, books, linens, silver, toys 
and furniture. Ask your advertis- 
ing agency—they’ll tell you. 


THAR’S GOLD IN THEM THAR 
WESTCHESTER HILLS! 


Recently Westchester residents 
were asked this question by an 
“anonymous” 
tion. “Which one of the following 
stores would you rather have come 
Westchester?” Ten more of 
America’s best-known stores com- 
prised the check-list. 


research organiza- 


+ to 


ewspapers 


group of 9 daily newspapers published in 9 
estchester communities. Combined circulation 
),569—85% of which is delivered to the home in 
¢ late afternoon when the woman of the house 
the home purchasing agent—is in a receptive 


200d for your sales message. 


Represented Nationally by the 


KELLY-SMITH COMPANY 
New York: 


New York State 
to Drop ‘We Have 
Everything’ Tag 


Albany, N. Y., May 29.—‘New 
York, The State That Has Every- 
thing,” will be abandoned as a 
slogan by the Empire State as soon 
as its Department of Commerce 
can decide on a new one. 

The department’s employes have 
been asked to think up a more 
accurate slogan. The _ bulletin, 


“Commerce Comments,” currently 
explains that some people don’t 
believe the slogan is true, if only 
because there aren’t any volcanoes 
or palm trees in this area. 

The present slogan has been 
used for several years, and has 
been imprinted on state checks. 
It was first used in tourist adver- 
tising and has subsequently been 
used in tourist, resort and business 
promotion. 

Kenyon & Eckhardt has been 
appointed to handle all state pro- 
motion for 1945-46, with the pro- 
motion budget fixed by the state 


at about $200,000, an increase over 
the present budget. 


AMA Forms 4 Groups 


Four new groups of the Ameri- 
can Marketing Association have 
been organized, Arthur Hurd, 
president, has announced, with a 
chairman for each group. They 
are legal problems in marketing, 
headed by Gustave Simons, Si- 
mons & Greeley; international 
markets and marketing, under 
Morris Shipley, Inter - American 
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ods, Carl Henrikson, J. M. Mathes, 
& Co., Inc.) and markets and 
media, under Rene Pepin, Mc- 
Cann-Erickson, Inc. 


To Watervliet Paper 

Jack Beierwaltes, formerly ad- 
vertising and sales manager of E. 
J. Kelly Company, ink maker, 
Kalamazoo, Mich., has _ joined 
Watervliet Paper Company, paper 
manufacturer, Watervliet, Mich. 
He will engage in research work, 
later expanding his activities to 
include technical service and sales 


Research Service; statistical meth- | work. 


it’s the local touch 


No matter how vital to us are the acts of Stalin and 
de Gaulle, of Churchill and Chiang Kai-shek...no 


matter how vividly news from faraway places like 


Okinawa is etched on our minds...no matter how 


enlightened we become on world affairs, what hap- 


pens in our own town, around the corner and down 


the street, is still of unique and commanding interest 


to us all. 


Only in newspapers can people satisfy this ever- 


present hunger for local news. No other medium 


possesses the facilities essential to presenting the 


quantity, the variety or the wealth of detail and 


illustration in local news which people everywhere 


constantly demand. 


But The Local Touch in newspapers is no editor’s 


monopoly. Its unique power is yours to command, 


This atlvertisement, prepared by the Bureau of Advertising, A. N. P. A, is published by the Oregon Journal, 


too. Automatically, you acquire at least some of it 


whenever you place an ad in a newspaper. 


For newspapers, like no other medium, impart 


to all the advertising they carry a large part of the 


same air of intimacy...of local importance...that 


characterizes the hometown news. In newspapers, 


too, people find the advertising as well as the news 


virtually indispensable to everyday living. In no 


medium is advertising more constantly sought af- 


ter, more warmly or more consistently weleomed. 


That’s one of the biggest reasons why newspaper 


advertising, in war as in peace...whether 


you're selling an idea, a 
service or a product 
... packs such tre- 


mendous power. 


Portland, in the 


interest of all newspapers 
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THE ADVERTISING MARKET PLACE 


HELP WANTED 


The rates fer this department are as follows: “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 


aud “Representatives Available,” 6¢@ cen 
fieations (single insertion rates): % in., 


WORKERS SUBJECT TO PRIORITY 


-5@; 1 to 8 im., $6.50 per inch. 


a line, minimum charge $2. Terms cash with order. All other classi- 


MUST BE CLEARED BY THE USES OR OTHER AUTHORIZED CHANNELS. 


HELP WANTED 


HELP WANTED 


HELP WANTED 


ADVERTISING & PUBLISHING 
All Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago. 


EDITOR WANTED 


Require experienced editorial direc- 
tion of high quality consumer shelter 
publication with large national circu- 
lation. Practical home building ex- 
perience and background in residen- 
tial architecture very important. 
Young man. Age 30-35. Give full 
details in first letter. Reply Box 6142, 
Advertising Age, 100 E. Ohio St., 
Chicago II, Ill. 


ADVERTISING SALESMEN 


Prefer previous experience general, 
Consider 
be- 


ginners. Salary. Real future. Promi- 


industrial, trade journals. 


ambitious, interested veterans, 


nent company. 


Box 7234, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


If you can sell advertising, write 
copy and make layouts; if you are 
looking for a permanent connection 
in a small city (16,000) where living 
is pleasant, investigate this offer. 
Daily (evening) paper, 7500 A.B.C. 
Mid-Atlantic seaboard state, good 
equipment, up to date. 
Box 7355, ADVERTISING AGE, 

330 W. 42nd St., New York 18, N. Y. 


ADVERTISING PUBLISHERS 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO 
20 YRS. ADV. EXPERIENCE 


COPYWRITER 
Permanent position with large Chi- 
cago advertising agency. Give full 
details experience, type copy handled, 
Salary desired. Replies confidential. 
Our staff knows of this advertise- 
ment. 

Box 7375, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
LAYOUT ARTIST 
Excellent opportunty for creative 
layout artist to join large Chicago 
advertising agency. Give full details 
experience, salary desired. Our em- 
ployees know of this advertisement. 

Replies confidential. 

Box 7376, ADVERTISING AGE 
__ 100 E. Ohio St., Chicago 11, Ill. 
Printing production man experi- 
enced in handling correspondence, 
contact with customers. Excellent 
opportunity. 

Box 7377, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 


All Surveys 


point to the 
Recorder / 


rae ) 


geek 


The publication which is con- 
sidered most valuable by depart- 
ment store buyers, manufacturers 
and two groups of leading retailers 
must also be most valuable to adver- 
tisers. Ask our representative for 
complete details of the four surveys 


_ highlighted above...each of them 


points conclusively to the Boot & 
Shoe Recorder in quantity-quality 
coverage of key shoe men. 


The new booklet, “Sinbad 
the Sultan,’ gives complete 
details of the Department 
Store and Independent Re- 
tailer surveys. Write for your 
free copy. 


 \ BOOT and SHOE 


. § Boot & Shoe Recorder............39.89% 

i * ee I: o5G-055 kaa cana 28.06% 

Women's Wear Daily............. 6.60% 

MATIONAL VOICE OF THE TRADE cn 08 As Ga Gv caso 6.32% 
Published Twice Monthly Apparel Arts. Heaseeeeescorsseens 5.77% 

Cadi. Industrial Retail Stores........... 3.57% 

A Chilton © Publication Creative Footwear............... 3.02% 


100 East 42d Street, New York 17, N. Y. 


In a survey of 500 Department 
‘Store shoe buyers made by an in- 
dependent research staff, Boot & 
Shoe Recorder was read most reg- 
ularly and considered most val- 
uable. Percentage votes* for the 
most valued papers were: 


Boot & Shoe Recorder............62.08% 
a a re 38.29 % 
Creative Footwear............... 13.38% 


*Several buyers mentioned more than one paper 
as “most valuable,” 


In a survey conducted among 
2000 independent retailers by an 
advertising agency, Boot & Shoe 
Recorder received three times as 
many votes as its nearest com- 
petitor. Here are the standings for 
the magazines regarded as most 


valuable: 

Boot & Shoe Recorder............. 41.1% 
Vo ae 13.0% 
IE yy Scan deebav neces 11.1% 


Creative Footwear......... 


A leading leather company asked 
key shoe manufacturers to suggest 
the best paper to keep their trade- 
mark before retailers. Boot & Shoe 
Recorder received two-thirds of 
all the votes cast. The percentage 
score follows: 


Boot & Shoe Recorder............66.66% 
Shoe & Leather Reporter.......... 12.50% 
Shoe & Leather Journal........... 4.16% 
og ee eee ee 4.16% 
Creative Footwear............... 4.16% 


: of a leading manufacturer 


One of America’s largest shoe 
- companies asked 3500 customers 
to name the five best trade papers. 
First choices ranked as follows: 


Shoe Buyers 


Retailers 


Manufacturers 


Customers 


Wanted 
Creative Used Car Promotion Man 
For Automobile Manufacturer 


The man we are looking for will 
have a broad knowledge of the auto- 
mobile business and a useable un- 
derstanding of the mechanics of cars 
and trucks. 


He will have demonstrated his abil- 
ity to create and produce literature 
to dealers merchandising campaigns 
and copy of a semi-technical char- 
acter. 


In addition to creative writing, he 
will have had experience in con- 
tacting dealers in the management 
of their used car departments and 
in holding dealer meetings. 
Sometime during his business career 
he will have worked in or directly 
out of the home office of an auto- 
mobile or truck manufacturer. 


He will be under forty. 


If you think you can qualify and 
are interested in a connection with 
a splendid postwar opportunity, give 
age, complete experience and avail- 
ability in first letter. 
Box 7353, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING MANAGER 
Detroit’s largest men’s clothing 
store will employ a man who can 
write hard-hitting selling copy. He 
will have full charge of one depart- 
ment and be given unlimited oppor- 
tunity to advance. Knowledge of re- 
tail merchandising essential. Good 
salary to start. Permanent position. 
Give age and full account of your 
experience in first letter. Address 
Harry Suffrin, 1133 Shelby St., De- 


Artist—Layout Man. A large Chi- 
cago studio has an exceptional 
opening for top flight creative man 
who has been getting and is worth 
$5,000 to $7,500 a year. 
Box 7369, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING MANAGER 
Splendid opportunity for young re- 
tail ad man to grow with nationally 
known manufacturer of retail dis— 
plays, permanent, good salary, mov- 
ing expenses. Display Corp., 357 
East Erie, Milwaukee 2, Wisconsin. 


Artist — For comprehensive and 
rough layouts and designs. Must be 
thoroughly experienced in agency 
and catalog work. 
Commercial Illustrators, Inc. 
549 West Randolph Street, 
Chicago 6, Illinois 


Artist! Here’s just the pleasant, 
profitable connection you have 
wanted. Chance to become “key” 
member of well-established, nation- 
ally-known mid-western advertising 
agency. Brilliant future for progres- 
sive artist with talent and original- 
ity. Attractive salary and commis- 
sions. No investment. National maga- 
zine placings. Pleasant working sur- 
roundings. Middle-sized city, ideal 
for real living enjoyment. 

Box 7371, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

a 

REPRESENTATIVES WANTED 
Junior space salesman—Young man 
to work under eastern manager out 
of New York office, representing old 
established midwest publishing firm. 
Will represent two of the leading 
publications in the engineering and 
construction field. Excellent oppor- 
tunity for junior representative to 
build clientele and increase his earn- 
ing capacity. Salary open. Reply 
giving age, education, exp. and ref- 
erences. 

Box 7203, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


POSITIONS WANTED 


SPACE SALESMAN 
Available now; just released from 
war work; proved business-getting 
ability; industrial and trade; 10 
years with one publisher; 37 years; 
married. 

Box 7372, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING MANAGER 
Prefer Western Coast State. Expert 
knowledge of aviation; movie equip- 
ment; photography; electrical de- 
vices; sound as applied to hearing 
aids, public address systems, radios, 
etc.; music; sports equipment of 
every variety; household appliances 
and women’s fields; medical and 
psychological subjects. Experience 
mostly in the East as advertising 
manager, sales promotion and 
agency work, house organ editor. 
University and business school edu- 
cation. Female. Now on West Coast. 
Available immediately. Best of ref- 
erences. Nominal salary to start. 

Box 7374, ADVERTISING AGE 
100 E. Ohio St., Chicago yh Ill. = 
MISCELLANEOUS ay 
TRADE PAPER 
WANTED 
Submit details in full. All corre- 
spondence held strictly confidential. 
L. E. Kordel, Room 1109—188 W. 
Randolph St., Chicago 1, Il. 
FOR SALE!—Poster plant in rapidly 
growing southern Minnesota city of 
25,000 population and fifteen trad- 
ing area towns. Thirty years under 
same management. A real postwar 
opportunity for someone. II] health 
of owner only reason for selling. 
Box 7373, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, T11. 
Effective as of the indicated dates 
the following persons are no longer 
concerned or associated with the 
publication Industrial Bulletin. John 
H. Young, resigned as business man- 
ager May 19, 1945. Susan Wolff, 
resigned as production manager 
May 25, 1945. 


° 


Advertising Age, June 4, 19.5 


WANTED! 
“NEW PRODUCTS” MAN 


For Job with a Real 
Future 


_ 


Are you capable of and gen- 
uinely interested in searching 
for new food products, as well 
as “readying” them for market- 
ing with all that this implies— 
market analyses, market tests, 
packaging, etc., every detail 
evaluated, ready to go? If you 
are this resourceful, age 30 to 
45, free to travel, you can join 
the staff of one of Chicago’s 
oldest firms in its field with 
definite expansion plans, in a 
permanent key job, starting at 
$6,000. Outline your training 
and experience in first letter, 
with photo. 


Box 6145, Advertising Age, 
100 E. Ohio St., Chicago 11, Ill. 


COPY WRITER-- 


Account Exec. Available 


Now with well-known agency 
writing and servicing varied 
national accounts. Sound 
background—highly creative— 
adept in all forms of space 
writing, radio commercials, 
plans, presentations and pro- 
motion. Several desirable spe- 
cialized copy styles. Enthusi- 
astic — work well with others. 
Draft exempt. 


Will consider either estab- 
lished agency or large, na- 
tional advertiser. Permanent 
position only. Must give rea- 
sonable notice. Start $8,500. 


Box 6147, Advertising Age 
100 E. Ohio St., Chicago 11, IIL 


Sales Presentations 


Institutional 
Advertising 


Publication Promotion 
House Magazines 


Product advertising, 
direct mail, dealer 
helps 


For creative, selling copy by ver- 
satile, widely experienced writer- 
executive, New York area, part- 
time, piece-work or 
send for complete information. 


otherwise, 


Write Box 6144, Advertising Age, 
330 West 42nd St., New York 


ADVERTISING ARTIS* 


Mast be experienced visealizer, able > 
do finished work and te direct ethe: 
artists. Exceptional epportwnity f« 

right man. 


Flack Advertising Agency) 


Member American Association ef 
Advertisiag Agencies 


1110 Hills Bldg. 2-3129 Syracuse, N. 


For the Right 
Lithographing Firm 


Hy es responsible organization wants 
Lithographing firm with a paper allot 
ment to run at least 65,000 sheets, size 
40x54—150 in 4 colors, two sides. This 
isn't a rush order, it will be repeat 
business. A fine post war connection 
for the right firm. Chicago area pre 
ferred. Address Box 6143, Advertising 
Age, 100 E. Ohio St., Chicago HW, ul 
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= 4 ; = James, president, Franklin Print- i 
Fyan to Direct N. Y. Roger Clipp Heads ing LE otresees lst vice-president; Esso Issues Broadside 
Convention Drive P Richard Club Harry L. Hawkins, Philadelphia| | Esso Marketers has released te 
Royal W. Ryan, director of sales|# OOF AUCNAL u ats | Pyindiela ‘Coal se District of Columbia a broadside 
and advertising of the Hotel New! Philadelphia, May 29.—Roger W. | w Ayer & Son, secretary, and|titled “Post-War Products?—Sure 
N yorker, has been appointed ex-|Clipp, president of WFIL, has been J.D Spillan heniamnik Eshleman | We’ll Have Them,” picturing and 
ecutive director of the New York) elected president of the Poor Rich-| Company, treasurer describing the war facilities which 
convention and visitors’ bureau of| ard Club, old- Directors cf the club include|Will swing into civilian produc- 
the Commerce and Industry As-/est advertising Benjamin Rush Jr., Insurance|tion after final victory. Typical 
sociation of New York. From 1933) club in Amer- Company of North America; Fred| war record described is that of 
to 1989 Mr. Ryan was sales and| ica, succeeding A. Healy, Curtis Publishing Com- | Esso’s affiliate, Humble Oil & Re- 
n- advertising manager of the| Graham Patter- pany; Peter L. Schauble. Bell| fining Company, Baytown, Tex., 
ng Netherland Plaza Hotel, Cincin-/son, publisher Telephone Company of Pennsyl-| first refinery to produce one bil- 
‘ll nati, He later became vice-presi-| »f the Farm vania. and Merrill Strobel. West-| lion gallons of 100-octane gaso- 
dent of Swafford & Koehl, Inc.,|Journal. Mr. tt & Th I , tine. 
- and subsequently formed a aoe Clipp is the co omson, inc. 
a agency, Ryan & Thrasher, of which| first radio ex- poe fe 9 ate ‘ . 
ts, he was president. ecutive to be- To du Pont & Cahalin Vincent Promoted 
sil The neee will prepare oe ot president oe cha by bara oe sl ae a bE poses ——— rs bees 
tensive sales campaign on all) o e organi- poration, Holyoke, Mass., has| sales development and technical | «ys ; if. 2 
7" of New York City as soon as the} zation. Roger W. Clipp |Placed its advertising account|service department of Mathieson Like home, ain't it—except no 
to convention ban is lifted, F. J.| Officers who with du Pont & Cahalin, Inc.,| Alkali Works, New York, has been | padig with WFDF Flint.” 
in Andre, president of Sheffield| will serve with Mr. Clipp for the| Springfield, Mass., agency, effec-| appointed to the newly created : 
5*s Farms and chairman of the bu-|coming year include Benjamin F.|tive July 1. position of technical director. 
th reau’s executive committee, said. 
a —- . . 
at Morrison Joins Howard 
ng Jerry Morrison, formerly special 
Tr, contact man with Keeley Brew- 
ing Company, Chicago, has joined 
Malcolm Howard Advertising 
e Agency, Chicago, as account ex- 
? ecutive. 
ll. 
—  @ Joins ‘Chronicle’ : 
a Robert J. Williams, formerly e 
with the publicity department of 
=~ Henry J. Kaiser Company, San 


Francisco, has joined the national 
le advertising department of the San 
Francisco Chronicle. 


: Account Executive 
4 Wanted 


S. Not too old, not too young. 
Far enough along in the 
agency business to handle im- 
portant accounts—willing to 
‘a dig in and win a real place in 
a congenial, expanding group. 
To save your time and ours, 
ll. write a letter first, giving your 
qualifications and experience. 


ms 
—s Interviews will then be ar- 
ranged. 
Needham, Louis & Brorby, Inc: 
135 $. LaSalle St., Chicago 3, Ill 
: . e | . 
in @ single issue 
ADVERTISING ; 
Three consecutive pages from the May 2 issue of 
MAKEUP National Petroleum News demonstrate how NPN 
L . — men dig out the news around the globe. 
‘ arge technical publication aie “ ; 
: : On page 3, Editor Warren Platt makes a timely 
“i reegted in Mom Yor eneting report from Washington on why home-front supplies His next st 
+. +s j ; a r . = s , XU SUOrY may come 
°, man to handle advertising will remain scarce after V-E Day. from some world capital 


makeup. Must be able cor- 
respondent, have head for 
e, detail, desire and capacity 


or from a whistle stop in 
the oil fields. But, wher- 
ever Editor Platt files, it 
is always live, firsthand 


On page 4, direct from Guam, comes a story by 
Staff Editor Herbert Yocom, warning the industry 
of the vast amounts of petroleum yet required to 


Third Street, Cleveland, Ohio. 


rk for responsibility. Fine op- carry war against the Japs. news that appears under 
= portunity for right man. State The third story, on page 5, filed by Editor Platt ales echo — 
experience, education, salary. in Naples before his recent return, tells how Army just returned from nine 
57 Box 6148, Advertising Age, oe. a bbls. of steel storage — on the European 
a 330 W. 42nd St. capac y on the fitahan sone Sth + oe 
* New York 18 N. Y. _ It is such coverage, matching daily news services 
e in speed, timing and expense, that earns NPN a 
- weekly welcome to the desks of oil management men 
eninaoeeeiantey .. and attention, too, for the things our advertisers ey 
“y have to say. National Petroleum News, 1213 West . 


f 
AVAILABLE First correspondent to file 


_ hie oil stories from the Pacific 

oe theatre, Herbert Yocom 
reports for NPN exclu- 
sively. His current series, 
together with Editor 
Platt’s European reports, 
give NPN readers a global 
picture of oil in the war. 


Now Asst. Adv. Mgr. of na- 
tional firm. Have college and || 
graduate business background | 
with 8 years of fashion, serv- 
ice, industrial adv., publicity 
and sales promotion. Age 32, } 
married, 4F. Will go anywhere | 


| 
| 
| 
, | NATIONAL 
ts for $7500. Can attend inter- ; : : 
view in New York, Chicago, | : ) PETROLEUM a! 
| 


Ji 


Yn BOX 6146, ADVERTISING AGE 
10 E. Ohio St., Chicago I1, Illinois 


} 
} 
is Los Angeles. | & ; . 4 
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Issues New House Organ | 


The Pantasote Company, New | 
York, has mailed the first issue of | 
“The Pantasote,’”’ new house or-| 
gan, to 10,000 key management | 
men in the trade. Current num- 
ber contains the story of Panta- 
sote fabrics in the war, a section 
on new uses of the company’s 
products and the first in a series 
of articles by R. M. McGuire, gen- | 
eral sales manager, on the history | 
and development of coated and 
impregnated fabrics. 


(The lel = 
AUTOMOTIVE SERVICE INDUSTRY 


“a= 


is entering the most prosperous period 
in its history. Cover this market 


thoroughly with Automotive Digest. 


VOLUME COVERAGE* 
7” x 10” PAGE SIZE 
LOWEST COST 


Write for Market Study 
*75,000 


AUTOMOTIVE DIGEST 


Cincinnati 


10, Ohio 


Shook Heads NPA 


as Lucas Retires 


New York, May 31.—Donald G. 
Shook will become executive vice- 
president of National Publishers 
Association when George C. Lucas 
retires on Sept. 30, after 23 years 
as executive head of this group. 
Mr. Shook has been executive sec- 
retary of NPA since May 1. 

For several years Mr. Shook has 


|held positions in Washington con- 


cerned with the wartime pulpwood 
and paper conservation programs. 
He was active in the organization 
of the Periodical Publishers Na- 
tional Committee by WPB .and 
NPA, and has been consultant to 
the magazine section, assistant to 
the director of the forest products 
bureau, and executive secretary of 
the printing and publishing di- 
vision, all of WPB. For 10 years 
he was with the National Geo- 
graphic Society, and formerly he 
was a manager at Washington of 
the second Byrd Antarctic expedi- 


| tion. 


Mr. Lucas has been executive 
head of NPA for nearly all of its 


26 years. During his period in 
this office, first as executive secre- 
tary and for the last four years as 
executive vice - president, NPA’s 
membership has expanded from 
about 125 to more than 300 maga- 
zines, farm publications, business 
papers and religious papers. Prior 
to his connection with the associa- 
tion, he spent more than a score 
of years in the railroad and trans- 
portation business. He will con- 
tinue to advise the NPA. 

William B. Warner, president of 
McCall Corporation, is president 
of the association. 


Ziff Promotes Hayden 


Herbert E. Hayden, formerly 
eastern advertising manager of 
Popular Photography, has been 
promoted to advertising manager 
of the magazine, a Ziff-Davis pub- 
lication. 


Heads Mich. Marketers 


Willis B. Manchester, assistant 
secretary and assistant controller 
of Crowley, Milner & Co., De- 
troit, has been elected president 
of the Michigan chapter of the 
American Marketing Association. 


TO SEE THE HOUSTON OF TOMORROW 


SERVICE 
CENTER 


@ HOUSTON—already oil capital 
and cotton capital of the world and 
third largest deepwater 
America—is also destined to be im- 
ortant in the new Air Age just 


ahead. Giant passenger 


huge cargo planes will link the 
whole world in the postwar era of 
swift transportation by air. And no 


spot on earth is more 


hours from Houston’s modern Mu- 


nicipal Airport—one of 
the South. 

H ouston— strategic 
Mexico and to Central 


America — is now served by three 


The Houston Market is sold 
when your story is told 
eee in The Chronicle 


---LOOK AT HOUSTON TODAY! 


Bi 


aie ot Tamging «= “APE POW 


port in 


liners and 
war. 


than sixty 


the best in prosperity 


great transcontinental airlines, with 
frequent direct connections to all 
parts of North and South America. 
Recently increased air services — 
together with those being planned— 
will make Houston a major air cen- 
ter of the western world after the 


Houston’s future as an air trans- 
portation center is but another as- 
surance of the continued growth and 


of the South’s largest 


market — made great by its deep- 


gateway to 


and South 


R. W. McCARTHY 
National Advertising Manager 


water port, its oil and other natural 
resources, its agriculture and _ its 
manufacturing. 


THE BRANHAM COMPANY 
National Representatives 
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Lyn 


telling friends that the home address is now 17114 Kenyon Rd ca ps 
Shaker Heights, where the welcome will be as hearty as ever. . . ads, Pp 
Wesley A. Gilman, partner of the Lewis & Gilman agency, has bee, pe! sor 
elected pres. of the Metropolitan-Philadelphia Society for Cripple 4 bone 
Children, while Graham Patterson, publisher of Pathfinder aid being 
Farm Journal, will be chairman of the board. Both have long been uy A. 
active in rehabilitation work among handicapped youngsters. . . < 
E. Hoy McConnell, sales promotion mgr. of Horton Mfg. Com- - 1¢) 
pany, has just been elected president of the Fort Wayne, Ind., Junior Le: gu 
Chamber of Commerce. . . Up ship O 
from the ranks, Theodore A. the n 
Kaufmann has won a promo- tain t 
tion to first lieutenant at the a 
Jefferson, Ind., Quartermaster rhe 
Depot, where he is serving in = 
the food equipment purchase © 
section. When he enlisted in Mr. 
June, 1942, he was gen’l mgr. ears 
of Reliance Pencil Corp., Mt. 3lacke 
Vernon, N. Y., and previously Ww. K 
had engaged in advertising Comps 
work and free-lance writing. . . Hill 
; 1943. 
Congratulations were show- . trer 
ered upon Fred D. Stahl, v.p. Ameri 
and Philadelphia manager, May an ad 
7, at a housewarming party in ing b 
the new enlarged offices of GETS A BEAD—Oscar A. Zahner, vice- the a 
Kelly-Smith Co., newspaper president of Ruthrauff & Ryan's St. “Whet 
representative in the Lincoln- Louis office, learns how it feels to take a 
Liberty bldg. Stahl is starting ° <fack et @ Jap, plane, under the fm tire 
iia Shek. veaw with ten guidance of a combat veteran at the calle 
S <iSt y w eurm..- Naval Aviation Training exhibit, Mu- A’s, ( 
J. D. Zellerbach, pres., Crown  seum of Science & Industry, New York. ther 
Zellerbach Corp., San Francisco, Mrs. Zahner, right, accompanied her fied 3 
is a newly-elected member of husband on a tour of the East, his first attin, 
the board of the Calif. State vacation in 16 years. _ Mr. 
Chamber of Commerce. . . — 
Capt. Eugene Axtell, former assistant to Freeman Keyes, pres. of , oe 
Russel M. Seeds agency, Chicago, has been awarded the Bronze ndivi 
Star, Purple Heart and the Oak Leaf Cluster. He is with Gen. broug’ 
Patton’s 358th infantry in Germany... stands 
A one-time $6-a-week stenographer who became v.p., director 
and sales manager of Wm. Filene’s Sons Co., Boston, William H. N 
McLeod, was honored by 200 other employes of the firm May 17 Walt 
at a party marking his 40th anniversary with Filene’s. The dean eer nt 
of the retail advertising fraternity in Boston was featured in a projec 
three-act playlet, “Life with Willie.” ... H. E. Christiansen, head politic 
of his own Chicago agency, also will direct affairs of the Economic ganizé 
Club of Chicago during the coming year; he succeeds Richard set Uj 
Wagner, pres. of the Chicago Corp. . . tution 
Cornell U’s new head football coach, Ed McKeever, was intro- —, 


duced to sports figures of Syracuse and central New York at a 
dinner given by Col. Harry C. Wilder, pres. of WSYR, and N. W. 
Ayer & Son execs. The agency was represented by Wally Orr, v.p., 
Les Quailey, in charge of Atlantic Refining Co. grid broadcasts, and 
statistician Dick Dunkel. . . 

Capt. Leslie E. Gehres, c.o. of the wrecked aircraft carrier Frank- 
lin, was formerly ass’t mgr. of Yawman & Erbe Mfg. Co., Rochester, 
maker of filing systems. . . Mrs. Paul Garrett, wife of Paul W. 
Garrett, GM’s director of public relations, returned to New York 
recently from California where she had been working on two 
manuscripts for songs in collaboration with Rudolf Friml.. . 

Anne Shields Hogate, daughter of Kenneth C. Hogate, pres. of 
Dow, Jones & Co., publisher of the Wall Street Journal, was mar- 
ried May 14 in Pawling, N. Y., to Lt. Charles E. Murphy Jr., 
USMCR... 

Phil Cleland, Benton & Bowles acc’t exec. on General Foods 
cereals, has a daughter, Elizabeth Story, born May 14. . . Collier’s 
May 26 cover was done by Walter Frank Bomar, an art director 
with Geyer, Cornell & Newell. . . Mrs. Wilma Sinclair LeVan 
was married May 26 in the Church of the Transfiguration, New 
York, to Walter H. Baker Jr., pres. of the Universal-Cyclops Stcel 
Corp. of Bridgeville, Pa. . . On the same day Norman Macbeth, 1 
pres. of the Macbeth Daylighting Corp., New York, and sec’y of 
the Brandwine Fiber Products Co., Wilmington, married Helen 
Elizabeth Vaniman in St. Bartholomew’s Episcopal Church. . . 

Anthony Alsobrook, Manila representative for Frederick Ste:ns 
& Co., is back in the country after three years in a Philippine . “P 
prison camp. . . Lorraine Andre, div. adv. mgr. of fashion lines w ‘h 
Sears, Roebuck in Chicago, was awarded a gilt-bronze statuc‘te 
depicting a girl on the ladder of success by the Alumnae Ass’n 0! 
the Tobe-Coburn School for Fashion Careers, New York, at 
recent 8th annual graduation exercises. The “trophy for ca! 
girls” will be awarded annually to the person who “has madeé 
outstanding success of her fashion job” during the year. “T” awa 
“tops in talent, thinking, and thoroughness,’ were awardec 
Alethea Clarkson, photographic stylist of the Chicago Mail O 
Co. in New York, Florence Dodge, training director of Fran! '! 
Simon, and Ruth Nelson, Charm fashion ed. . . om 

Henry Ford II, exec. v.p. of the Ford Motor Co., has becom 4 lsiz s . 
sustaining member of the Automobile Old Timers, Inc. . . Mite! °ll 
E. Friend, owner of his own New York agency specializing in 1] ‘2! uw 
adv., is celebrating his 35th anniversary in the ad agency field © A 
month. . . Lt. Col. Abel A. Schechter, formerly director of new ~ ee 
special events for NBC, has received the Legion of Merit for : l 
ceptionally meritorious conduct” in establishing an extensive | 
transmission system for Gen. MacArthur’s command. Last Au 
Col. Schechter became director of the Army’s radio branch in 
Southwest Pacific, and will return soon to the United States, p 
ably to resume civilian status. . . RE 

George R. Nelson, partner in the Leighton & Nelson agency 
gen. mgr. of WSNY, Schenectady, N. Y., worked on the wi 
praised script about family prayer, presented by Bing Crosb 
the MBS broadcast of “The Family Rosary.” .. . 
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Dest 'n CIRCULATION and ADVERTISING for the 32nd CONSECUTIVE YEAR [i 
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s ’ _is at present in the League itself, 

\E iddle Classes | ADVERTISING AGE was told, but the 
‘agency president is acting as ad- 

League Seeks Ad 'vertising counsel and limiting his 

‘work “entirely to League-sched- 


Support for Aims /uled meetings with the directors 
, ‘and officers, and conducting the 
ew York, May 31.—A localized|| eague’s campaign in the same 
car paign of 1,000-line newspaper| manner as a package-goods ac- 
ad:, plus intensive direct mail and} .oynt would be conducted.” 
personal contact, forms the back- | Opening ad in the Owners of 
pone of an organizational effort) america League series is head- 
peiig made throughout the coun-|jined “How the middle classes 
e ne the Owners of America }avye found a way to get more net 
poscre i .’ Special-privilege groups 
founded by the New York pptaagorys ; “en 
cit aidan, Wen Ha the| re souced ot erabing ons 


League is a non-profit member- A : : 
7 tontt : | panded national income during 
ship organization designed to — the war period. “The time has 


the nation’s middle classes ‘ 
iain their share of the increased | NOW come when the middle classes 
national income which is being) must organize on a practical, busi- 


ness-like basis” to assure them of 
\“an equity rather than an in- 
‘equity’ in the country’s future, 
|the League asserts. 


yarcelled out in other directions 
at their expense.” 


Opposed State Socialism 


After inequities are brought to 
the League’s attention and a 
course of action agreed upon, the 
advertisement points out, “a paid 
staff of qualified personnel sifts, 
digests and correlates all essen- 
tial facts, then formulates a 
method to ‘sell’ the League’s pro- 
posals to the public, and to local, 
state or federal legislatures, or 
to governmental agencies, or to 
private agencies—whoever has the 
final power to correct the inequity 
under discussion.” 

With local chapters being 
formed, citizens and local and na- 
tional groups are urged to spon- 
sor the initial ad directly in their 
own communities or under League 
sponsorship. 


Gould Names Rowland 


Richard H. Rowland, vice-presi- 
dent in charge of the Gould In- 


4 


dustrial division of National Bat-,;sary with a show staged in Kim- 
tery Company, Depew, N. Y., has} ball Hall on June 12. More than 
assumed the additional responsi-| 100,000 children have been mem- 
bility of general sales manager.|bers of the club during its long 
He succeeds John C. Sykora, who | history. 

has joined Portable Products Com- | 


New York, as director of | Gp] Appoints Hurd 


pany, 
sales. | ; 
acttiaanctasientaan | Harold Hurd, associated with 
| printers and lithographers for the 
Club Marks 45th Year |past 20 years, has been named 


Boys and girls of the Off-The- | sales and service manager of Gen- 
Street-Club, sponsored by the Chi- | eral Printing Ink Corporation of 
cago Federated Advertising Club, | Canada, with headquarters in To- 


will mark the club’s 45th anniver- ronto. 


A Nationwide Sur- 
vey of Radio and 
Electronic Techni- 
cians’ Reading 
Habits sent free on 
request. 


25 WEST BROADWAY 
, NEW YORK 7. N.Y 


Mr. Hill, copywriter for many 
vears with Ruthrauff & Ryan, 
Blackett-Sample-Hummert and H. 
w. Kastor & Sons Advertising 
Company, formed his own agency, 
Hill Advertising, Inc., here in 
1943. Convinced that there was 
a trend toward state socialism in 
America, the agency executive ran 
an advertisement in two advertis- 
ing business papers as part of 
the agency’s campaign, entitled 
‘When people listen to the wrong 
leaders, it is because the right) 
leaders won’t speak out.” He| 
alled upon Congress, the Four) 
A’s, Chamber of Commerce and | 
other groups to unite with a uni-| 
fed advertising campaign com-| 
atting the “state socialism trend.” 
Mr. Hill said that, despite a 
food of responses, “fear of re- 
orisals plus the extreme difficulty 
f persuading dominant - minded 
ndividuals to pull together, finally 
brought the whole project to a 
standstill.” | 


Clyde Is Director 


Now, under the leadership of | 
Walt Clyde, retired New York | 
business man, the idea is being | 


projected via a “non-partisan, non- 
political, mon-pressure group or- 
ganization of middle class people,” | 
et up with a charter and consti- | 
tution, with offices at 200 Fifth | 
Ave. 

Neither Mr. Hill nor the agency | 


| 


EVE’ CATCHERS 


— 


PHOTO Library © 


HING like EYE*CATCHERS ever 


duced before . . . the talk of the 
ing world. An outstanding success 
d only by mail. Z/t's got to be good. 

— 

very month . . . 100 new, smartly mer- , 


hand’ ed photographic eye catchers to give 
bint nd potency to your promotions. All 
ituat ms... all kinds of businesses . . .- 
‘siz s... ONE PRICE. 


y New York's top models . . . shot 

wn big studio. Inspirational, clever, 
ACTICAL. GREAT FOR IDEA 

A vast library of over 10,00 sub 
meet every advertising need , 


IN YOUR OWN OFFICI 


ATCHERS brings you a monthly re 

100 high class, dignified timely 
n subjects .. equal to any you | 
YWHERE .. . at a _ tremendous 


n cost. 


RE proofs and details of unique, MONEY 
‘AV. G subscription plan on request. No 
hlige ions. NO SALESMEN. Write Now! 


E CATCHERS, Inc. su Zo 


New York 16 


Wolcott had a Racket: 


DELL DETECTIVE GROUP 


INSIDE DETECTIVE © FRONT PAGE DETECTIVE 
DELL PUBLISHING COMPANY, INC., 149 Madison Ave., New York 16, N. Y. 


World's largest publisher of fact-detective magazines—and 
detective mystery books, featuring Agatha Christie, Dashiell Hammett, Helen Reilly, 
Carter Dixon, Ellery Queen and other noted writers. 


sacar WRIGHT whistled gaily and jingled the 

two pennies that were his total wealth. Turning 
in at a better-class walk-up apartment, he climbed 
to the second floor. There he paused outside each 
door until he found one where his ears could detect 
no movement within. 


He tested his selection by ringing repeatedly. Then, 
using a strip of celluloid to pry the spring latch 
open, Wolcott entered the apartment. 


After looking about appraisingly, he telephoned a 
nearby dealer in used furniture. “Please come over at 
once,” Wolcott requested. “I’ve got to leave town 
and I must sell my furniture in a hurry.” 


The dealer arrived on the double. After careful 
scrutiny of the rooms, he said, “I'll give you $450. 
Come to my shop in an hour. I'll have the cash ready. 
Bring your wife so she can also sign the bill of sale.” 


_ “She went away to WAC training camp this morn- 
ing,” objected Wolcott. 


The dealer appeared to deliberate. “Well, be there 
yourself in an hour,” he told Wolcott, and departed. 


An hour later Wolcott presented himself at the 


furniture store, signed the bill of sale and pocketed 
the $450. 


A policeman bounded from behind a battered 
antique screen. “‘You’re under arrest!” he boomed, 
clapping a heavy hand on Wolcott's shrinking shoul- 
der. Dragging Wolcott away, he called to the dealer, 
“Nice work!” 


The dealer beamed and turned to his clerk. “‘How 
did I know he was phony? . . . He told me his wife 
had just left for WAC training. But I looked in a 
bureau and saw half-finished baby clothes!” 


This is a digest of a true detective story that appeared 
recently in a magazine of the Dell Detective Group. It 
indicates the editorial quality that leads 1,134,003 hobby- 
ists in crime detection technique to buy Dell Detective 
Group magazines every month. These readers—plus a 
whopping pass-along readership—are a cross section of 
the urban male market. They are a splendid target for) 
advertising of any man-appeal product. 
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This department is a reader’s forum. Letters are welcome. Curl 
y : : (Romdiet’s swupicte athens chews) t ro t 
Dorland Operating I strongly resent even the slightest | talent in every country they oper- pul 
" : implication that it had any col-|ated in. These people surely know, 
Paris Office Already laborationists. Its staff consisted| understand their own native psy- Pe ee eae, See ‘ 26 1SSU 
To the Editor: My attention has of honorable men and women, all| chology. In fact, some of the best het sy ’ Ph from 1 
just been called to a story con- of whom refused to cooperate with | advertisements published in ‘: ~% 3! ar M rn 
cerning American advertising the German invaders. As a result,| France before the war were pre- j ]' mi‘ eg 
agencies in France, which ap-|Some were deported; others were} cared by French artists and copy- : it Is 
peared in your issue of April 23,|S€nt to concentration camps. writers under the aegis of Ameri- part © 
It is both inaccurate and mislead-| Furthermore, your correspond-/can agencies. ] “150 n 
ing. ent states that Erwin, Wasey seems Both Mr. de Plas and Mr. Mail- 4 the wr 
Your correspondent, S. Henry to be the only American advertis- lard, president of the French Ad- : te iS ) give 1 
Kahn, states that a couple of the aedone ta berg to on That ia voor, A eprint Pee * ~ Pies. 
ig American agencies that oper-|€Tations In France soon. | S;resent the intrusion of foreign “I> FO re 
ated in Paris aatore the war ce not true. Dorland International is| agencies in France for a very po- Bur Bp MAINT UnusVAL [Edi 
not very popular at the moment operating in Paris right now. tent reason. French agencies are THEY Pay AOMISS1 ON is ure 
because their French directors are| According to Mr. Kahn, the) afraid that U. S. agencies will take JUST To TAKE a Meer nse visit 
alleged to have shown too much|theory of Mr. de Plas, president| French trade away from them. In To S€€ THe , wand og 
readiness as individuals to work|0f the French Syndicate, is that| fact, Mr. Maillard admits that. ; NEw € DIT1 on. . 
with the occupiers, although not, United States agencies do not have In reporting that French agen- ' aay 
of course, as American firms.” The the right idea of French psychol-| cies dislike the American system ARMY ART—Cpl. Alvin L. Krieg, now in Germany, reports G. |. enjoyment ary, 
advertising agencies mentioned are | °8Y- Therefore, contends Mr. de/of “sharing” the 15% commission of the Servicemen's Pony Edition in this V-mail message. Dallas 
Erwin, Wasey, J. Walter Thomp-| Plas, American agencies should| with their client, Mr. Kahn makes Sun.] 
son, McCann-Erickson, Lord &|hand over their business to French | another mis-statement. : the prevailing scale of commis-|cies have a system of their own, 

Thomas, and Dorland. _ | agencies. ; ; Firstly, legitimate American)|cions in France was never 15%.|in which the client pays the cost Asks 
I cannot talk for other agencies,| However, American agencies | agencies do not “share” their com-| Daily newspapers, with large na-|of preparing the campaign and the To 
but as far as Dorland is concerned, | have always hired the best native| missions with clients. Secondly, | tional circulations, allowed 10%|agencies pocket the commission as pleasu 

. ... those with smaller circulation,|their profit. All French agencies the A 
20% . recognized magazines| are agreed that this is proper pro- Inc. i 
. . and weekly publications, 20% .. .|cedure, but they wonder if Ameri- We 
. ome radio, 8% ... and other media as|cans would abide by it.’’] have 
FS ; high as 30% and .. tee eve ae 
Managing Director of Dorland Tasteless Bread send 
(S. A.), Paris, and Vice-Presi- : 
dent of Dorland International- |, To the Editor: In the May 21 Exe 
Pettingell & Fenton, New |issue of ADVERTISING AGE appears sot 
York. a most interesting editorial “Does Inc. 
[Editor’s Note: It is a pleasure| Bread Lack Flavor?” [Ec 
to publish Mr. Maas’ letter and to| . Occasionally at our house and paper 
learn that Dorland International’s|¢!sewhere when visiting, I have single 
Paris office is already operating,|the privilege of eating home-made to Col 
but omission of this fact seems to|>read. The flavor is so much bet- articl 
be the only “inaccurate and mis-| ter than that of bakery bread that sraph 
leading” statement in the dispatch |for some time I have been think- comp: 
from Paris to which Mr. Maas|ing of writing someone who might 
objects. be able to do something towards 
AA does not know whether any|improving bakery bread. Sup 
American agencies are unpopular|_I have not read the article in To 
in Paris at the moment because of | Reader’s Digest, and perhaps the will 1 
alleged collaborationist activities,|bakeries do consider it bad pub- advert 
nor does it know which agencies|licity ‘but, frankly, I think they Natio 
are meant. But obviously Mr. have it coming to them to a much whi } 
Maas, who is in New York at pres-|8teater extent than they are will- icati 
ent, does not know either; and|ing to admit. ‘erat 
AA’s French correspondent at F. A. Wirt, 
least has the advantage of being| Advertising Manager, J. I. Case Do 
on the ground. Company, Racine, Wis. Ex 
As for the opinions of French om deleg 
agency men, neither AA nor its , ; the ( 
correspondent takes any responsi-| TO the Editor: I wonder if the por 
bility for them, except to report| “Titer of that editorial about bread vel 
‘them accurately, which Mr. Maas|iM your May 21 issue has ever adds 
seems to agree was done in the|tasted home-made bread. I agree y 
story. with every word of the quotation oe +t 
The reference to “sharing” the|im it and would add that the aver- ¢ 2 
commission Was a whimsical ref- age commercial baker’s bread is as my 
erence with a point which should| appetizing as absorbent cotton 1s te 
have been obvious to any reader,| though admittedly more digestible. ren 
especially in connection with this} I have searched this city of one to sa 
following sentence: “French agen-!million plus people for a good- the ¢ 
“D 
mops 


A BOON TO BOTTLERS! | 


Soft-drink bottlers tell us 


easily-recognized trade-mark pay such divi- 


dends as in their industry. 
Sonovox is their meat — and 


Sonovox is perfect for “radio trade-marks”. 


Sonovox can take a commonp 


slogan and make it unforgettable. Sonovox 
can make your commercial as interruptive 


: ' 
as a pistol shot, as memorable as a song! 


You've heard Sonovox as the 


buoy foghorn, the talking Bromo-Seltzer 
train, the Lone Ranger talking hoof-beats, 


that 
else in the world does a well-known and 


nowhere ete, 


If that’s so. 
drink! 


lace name or 


talking Life- 


arranged. 


Sonovox 


as the program! 


what have you! 


drop us a line today. 


magic transforms sounds 


into human speech or song of such arrest- 
ing quality that they bring an average | 
sponsor-identification 


increase of 44%! | 


Sonovox makes commercials as interesting | 


Now Sonovox is available not only for big 
national shows, but also for a few care- | 
fully-selected, blue-ribbon local accounts 
in key markets. 


For bottlers, bakers or 
If you want the facts, 
Auditions gladly 


MERCHANDISING DISPLAYS 
with Beauty, Function and Force 


q 


Enrich your merchandising efforts with the greater vitality that springs 
from 3 dimensional displays. Planning, designing and fabricating 
point-of-purchase displays is Display Guild's specialty. Our study-to 
ideo-to construction service includes metal merchandisers; stands, 
cabinets and dispensers in o wide variety of materials; also dioramas, 
interiors, business exhibits, etc. Display Guild will be glad to aid in ‘ 
developing your post-war displays now. 


Designers and Fabricators of Metal, Plastic and Wood Displays for Counter, Window and Floor + Business Exhi! : 


WRIGHT- SONOVOX, INC. 


“Talking and Singing Sound” 
FREE & PETERS, INC., Exclusive National Representatives 


A. 
ic . x a) 
P\® 


/ / \ \ 


CHICAGO: 180 N. Michigan WEW YORK: 444 Madison Ave. DETROIT: 645 Griswold St. SAN FRANCISCO: 111 Sutter WOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bidg. 
Franklin 6373 Plaza 5-4130 Cadillac 1880 Sutter 4353 Hollywood 2151 Main 5667 
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tacting white bread—it just “ain’t 
to be had.” 
F. H. PEARSON, 
Cleveland, O. 


7 | FF 


Curious Reader 


fo the Editor: I am curious to 
know, with reference to your May 
98 issue, if Mrs. Jones, “150 miles 
from the city hall” in the Dallas 
Morning. Sun ad, is reading her 
morning newspaper upside down. 

is this an optical illusion on the 
part of the writer, or can anyone 
“150 miles from the city hall’ do 
the same? If so, I am going to 
give it a whirl. 

L. F. CAUFIELD, 
Hinsdale, III]. 

|Editor’s Note: Reader Caufield 
is urged to make an emergency 
visit to the nearest optometrist. 
Not only does Mrs. Jones seem to 
be reading the back page of her 
paper right side up, as is custom- 
ary, but she is engrossed in the 
Dallas Morning News, not the| 
Sun. ] | 


v BF | 


Asks Extra Copies 


To the Editor: We note with 
pleasure your article relative to 
the Associated Food Distributors, 
Inc. in your issue of April 30. 

We would like very much to 
have some extra copies of this 
issue; in fact, we can use up to 
100 copies if you have them to 
send to us. 


E. L. ANDERSON, 
Executive Vice-President, As- | 
sociated Food Distributors, 
Inc., San Francisco. 
[Editor’s Note: Because of the | 
paper shortage and demand for | 
single copies, it is not possible now | 
to comply with such a request, but 
articles such as this may be plano- 
sraphed or photostated for the| 
company’s own use.] 
vgv¥$eyY 


Supports World Peace | 


To the Editor: We believe you 
will be interested in the attached | 
advertisement for Crocker- First | 
National Bank of San Francisco | 
which is appearing in various pub- | 
lications during the peace con-| 
ference here. 


J. Louw, 
Doremus & Co., San Francisco. 
[Editor’s Note: Addressed to 


delegates at the world conference, 
the Crocker advertisement singles 
out a pint of blood collected at the 
San Francisco donor center and 
adds that the racial background 
and religious and political beliefs | 
of the donor could easily be de- | 
termined, “But who cares?” | 

“What matters is that when it | 
is infused into the veins of a war- | 
torn body, it has the magic power | 
to save a life, and point a moral,” 


the copy says. 
“Drawn from the artery of cos- | 
mopolitan San Francisco it is the | 


ky 
Ly 
&y 
©, 


PRINTING 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


We would like to show you 
samples of work that we 
are regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of oper- 
ation. Ad-setting, Engraving 


and Printing ... all under 


ONE roof. Phone or write to 


(HE FAITHORN CORPORATION 
400 N. Rush St., Chicago 11 
Phone WHitehall 2300 


unimpeachable witness to the fact| pose,” but the subject of the verb| 


that the sons of man can dwell 
side by side in harmony and mu- 
tual respect, while retaining their 
individuality.’’] 

~ @ F 


Who's Who, and Why 


To the Editor: Copy Cub says: 
“When American Airlines ran that 
newspaper ad in five languages 
to salute the San Francisco con- 
ference, who do you suppose was 
smart enough to handle the proof 
reading job?” 

Whom do you suppose reads 
copy on Rough Proofs? 

JACK HANLEY, 

Phillips Mfg. Company, Chi- 

cago. 

[Editor’s Note: Sorry, Copy 
Cub seems to be right this time. 
“Do you suppose” is really an 
interjection and the relative is 
not the object of the verb “sup- 


“was,” so that it has to be “who” 
rather than “whom.’’] 


> 2 2 
Offers New Patent Service 
To the Editor: Commencing 


June 1, the United States Patent 
Office puts in operation a new 
service to industry and inventors. 
The purpose of the service is to 
bring to the attention of the na- 
tion patented inventions under 
which the owners are willing to 
grant licenses on reasonable 
terms. It is hoped that such in- 


formation will lead to greater em- | 


ployment opportunities in the re- 
conversion period, as well as per- 
mit industry to become acquainted 
with what is being done in various 
fields. 

To accomplish the purposes set 
out above, a Register of Patents 
available for licensing is now be- 


| 


ing established, and will be main-|should like to receive 25 but if 


ent Office. 


\tained in the United States Pat-/| this is not possible, will you please 
Patents recorded on|send us 10 copies of your April 16 


this register will be available to| issue with invoice. 


the public for inspection in Wash- 
ington, D. C. Lists of such pat- 


ents will be published in the “Offi- | 


cial Gazette’ of the Patent Office; 
and it 
yours will be able, from time to 
time, to publish selected lists ap- 
plicable to your field. 
T. P. REYNOLDs, 
Chief, Mail Division, United 
States Patent Office, Depart- 
ment of Commerce, Washing- 
ton. 
= +c} 


Wants Tabulation 


To the Editor: In your April 16 
issue, there appears an article on 
Page 14 with reference to the total 
beer production for 1944. If there 
are any reprints available, we 


is hoped papers such as| 


F. F. FREDERICKSON, 
Assistant General Sales Man- 
ager, P. Ballantine & Sons, 
Newark, N. J. 


7, FT F 


Golden Age 


To the Editor: The article on 
Pages 30-31 of your May 14 issue, 
entitled, “Advertising Golden Age 
Possible in Postwar Years” is very 
interesting. Is it possible for us 
to obtain reprints of the article 
for distribution to our 200 mem- 
bers? 

Is it your intention to reprint 
the entire series when it has been 
completed? 

JAMES A. SHANAHAN 

Catholic Press Association, 

San Francisco. 


Over 50,000 STATIONS 
HAVE OUTGROWN 
THE “FILLING STATION” NAME 
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HE buying preference of the motoring public 

is responsible for thousands of “‘filling stations”’ 
developing into super service stations. The transition 
has come about because automobile owners de- 
manded it— demanded “one-stop” service— gasoline, 
oil, lubrication service, car washing, tire and battery 
service, motor tune-up, brake service, accessories and 


supplies—all from one convenient source. 


The men who operate these super service stations 
get the big customer traffic—70 million monthly sales 
contacts...Reach them through their own publication 
—SUPER SERVICE STATION Magazine. It is the 
Number One magazine serving that part of the industry 
doing over 70% of the preventive service business... 
Published monthly in standard 7” x 10” print page size. 


THE IRVING-CLOUD PUBLISHING COMPANY 
435 North Michigan Avenue, Chicago 11, Illinois 
420 Lexington Ave., New York City 17... Leader Building, Cleveland 14 


Also publishers of JOBBER TOPICS, the Number One book for automotive jobbers 
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noe ter owen wen vos o- AAvertisers Urged to Tel 


pointed Sawyer-Ferguson-Walker 


Eemeneny, New pearriee as a onl ‘ Pp if; 
tiona representative, erectlv 
on Job Ahead in the Pacific 


Bogen to Martin dividuals with whom you have 

David Bogen Company, New Agency, Sales Heads talked, the war effort is replete 
York, manufacturer of sound and | Might View War Area, With articles shipped to the wrong 
communophones, has placed its | ‘| places and men assigned to the 


advertising with George Homer | Tie in Campaigns |wrong jobs; with ‘ships running | 


Martin, Newark, N. J. ‘into each other in the night and 


BY STANLEY E. COHEN ee yg never revealed to the 


Nu USE TURNING [Editor’s Note: Stanley E.Cohen,| But when you begin to believe 

| Washington editor of ADVERTISING|these disheartening reports, you 

GUSTOMERS AWAY AGE, returned May 12 from a 30-| think about the long road we have 

day flying tour of the Pacific|traveled since the Jap was off 

And yet you may If You under Navy auspices which took) Midway in June, 1942, and you 

oo | Ses ines: Manufacture |him as far as Guam, Iwo Jima,|remember that marvelous supply 

dollar market you and Sell and the western Carolines. His} line which enables America’s ships 

could encourage] COSMETICS |impressions of the 21,000-mitle|and men today to cruise in the 

ete Oe bee bo ee | trip have been set forth in a series|Inland Sea and within eye view 
business. For the Negro looks to hisrace |°f three articles. This is the con-|of the enemy’s capital. 


press for guidance. Your advertising in cluding dispatch. | ‘ 
the Negro papers can earn his confi- Huge Task Accomplished 


dence, good will and regular patronage. [Fleet Headquarters, Pearl Har-| y on -o a ffi 
But whether your product is cos- , | Your eye scans a sheet of figures 
metic, food, drink, wearable, or any-|bor, May 8 (Delayed).—How do | which are the requirements of a 
thing else, it will pay you to write to | you describe this war when you) fleet carrying steel to the enemy. 
oe ayy ead United Newspapers, Inc., 545 | are on the way home after living | You visualize the tremendous job 

ve., New York, for the facts on _ A 9 | : 

the success stories built out of reach- | With it for only 30 days? that has been done—perhaps in 
this great and growing market. To believe the hundreds of in-'spite of the inherent inefficiencies 
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That’s how our ancestors made progress 
Yesterday — and how Post 
readers buy merchandise Today! 


The Post is tailor-made for quick-thinking, quick- 
acting, responsive people. These people have steady 
incomes— good earning power —are willing to spend 
money for value received. And most of them are still 
moving forward—still living in their acquiring years. 


The Cincinnati Post 


THE NEWSPAPER FOR ACTIVE CINCINNATIANS 
W. C. Savage, Advertising Director 


CINCINNATI 2, OHIO 
Represented by the National Advertising Department of Scripps-Howard Newspapers 
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|of bureaucracy, be it military, civil|does not make anyone an exp. 
/or even a business bureaucracy. |So the comments that follow ; 
| With all the buck-passing and |offered for what they are, the opi 
|;covering up, with the incompe-|ions of the men I have met duri 
|tence that pops up here and there, | this exciting trip. 
this mighty war machine — the Until I made this trip, I had : 
/mass-production mind of America |sumed that: Japan, of all natio 
applied to war—has worked its|could be expected to fight to t 
|way within striking position of|end. I am still of that opinion, 
the enemy’s citadel. though I have heard men in vs 
The Nazi who had priority on|responsible positions discuss t 
‘the death dealing weapons of | possibility that Japan will give 
| America’s arsenal is out of the They say that as the war be: 


| way, and V-E Day finds the “poor|down on the Jap homeland, tiie 
|sister’” armies of the Pacific jock-|enemy leaders, who know defe.t 
eyed into position for the climatic|is certain, must decide whether {5 
| offensive against our remaining|continue a useless, destructive y:c- 
enemy. sistance or sue for peace. 

Must Prepare Public Those who believe surrender is 


. not impossible argue that Japan 
Now that the German war is out|js a tightly held corporation, tec 


|home faces the problem of telling major stockholders. When it be- 


our people what is ahead in the|ccemes unprofitable to continue the 


|Pacific, and preparing them for|war, they contend, Hirohito wil] 
whatever may be necessary in the| pave the way for the overthrow 
way of prolonged, costly fighting. | of the discredited war leaders. 

It is not new to report that the 
|Jap is a tough, tenacious fighter, Groups May Effect Change 
and that even outclassed as he is, Unlike Nazi Germany, Japan 
he is capable of making a great| possesses the machinery for polit- 
nation, like our own, struggle and|ical change. While the German 
strain in order to reduce him. leadership was completely identi- 

The Jap is outclassed in this war. | fied with policy, the Japanese gov- 


His fleet has been reduced to the|ernment is made up of a number 


|proportions of a task force. His|of groups. Its central ideology is 
chief cities are exposed to the|less specific. One or more of the 
merciless pounding of our heavy|governing groups—the business 
bombers. His supply lanes with| people, for instance—might easily 


\the plundered provinces are shat-|find a less warlike interpretation 


| tered. of this ideology. 


How long will he last? If Japan is unwilling or unable 


A month in the Pacific certainly'to surrender, we must expect a 


\of the way, the government at|emperor himself being one of the 
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ng, bloody struggle. While. the | 
Jap is not clever on a grand stra- 
tegic scale, he is tenacious and 
f olhardy, and expert at defensive | 
{ ghting, prepared to die, and take | 

toll dying. 


Total Air War Seen 


My trip has not given me any 
pert insight into forthcoming op- 
ations. It was freely predicted, 
»wever, that the war against 
enemy shipping would be carried 
to the home islands. Air men 
prophesy a total air war. The B-29 
people are particularly enthusias- | 


m @® 


In recent months, the Japs have | vertisers, will be expected to tem-|lems are not understood by the 


introduced new and better weap- 
ons. On Iwo Jima we came 


per their post-V-E Day promo- 
tions to the gravity of a war which 


|home front, but only in a few 
|cases do they appreciate that much 


against more powerful anti-tank |is costing lives every day, keeping | of the truly important news is not 


guns and rockets. At Okinawa, | 
Jap use of mortars is again caus- | 
ing trouble. But the enemy’s 
strength still is in his tunneling 
and his desperation. 

Whatever is ahead, the men in 
this theater and the men who will 
be coming here are going to ex- 
pect the home front to give them 
more than a reluctant fraction of 
its attention. 

Business men, particularly ad- | 


millions of husbands and fathers 
away from their homes, dominat- 
ing the thoughts of millions of 
parents and wives. 


No Easy Job Ahead 


The Pacific war is no pushover 
for those who are facing the Japs. 
It is unfortunate that more of this 
story has not been released to the 
people at home. 

Men here feel that their prob- 


| known in the United States. 
| Perhaps our newspapers 
|neglected this war, but from talk- 


|ing with some of the nearly 200 | 
/newspaper men who are working |f§ 
out of Guam, I am convinced that! § 
ithe fault is with the obsolete con- | 


| 


|cept of security enforced by rank- | i 


|ing military men. 
| There is no question that the 
| Jap has been wiped from the sea, 


and that he is clinging precariously | 


have | 


; 
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to the outworks of his homeland. 
But with all that has been done 
to him, he fights savagely. If the 
cost that he inflicts in his death 


‘THE LETTER SHOP, Inc. 
431 S. Dearborn St. Chicago 3, [iinets 


tic about their achievements, esti- | 
mating that perhaps 50% of Jap 
plane production has already been | 
stopped. They point to the con- | 
centrated industrial areas of Hon- | 
shu, and the geometric progression | 
with which the B-29s have in- 
creased their bomb load since that | 
first raid of Nov. 24, 1944. 

Some insist that air power can 
win this Pacific war, but needless | 
to say, the men in command are | 
not counting on that. If necessary, 
Japan and its productive areas 
overseas will be burned black. 
Then, wherever we must, the fight | 
will be brought to the enemy on | 
the ground. 


FACTS 


To remember 
in selling 
the architect 


THE FACT 


Meeting the building designer’s 
demand for more information, 
Pencil Points launches a new edi- 
torial section: 


+4 * .SSBtertt ue? 
CNS SENS 
Ss °%'s Wise: 
° Sake-= 
ar Se 
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NAC 


Key Station of 
THE YANKEE NETWORK 


is proud of the selection of its facili- 


MATERIALS and METHODS 


Model depicting proposed 
development of General Logan 


International Airport, Boston. ties for these great contributions to 


the future of Boston and New England 


“AVIATION WEEK” 


The Aviation Luncheon, May Ist, at the 
Copley-Plaza Hotel, Boston, welcoming 
the inauguration of new air service to 
Boston by United Air Lines, T. W. A. and 
| Northeast Airlines, was broadcast 1:15 
| to 1:30 P.M. 


HON. JOSEPH P. KENNEDY 


Former Ambassador to Great Britain 
at the 


Greater Boston Development Committee 
Luncheon at the Copley-Plaza. 


* 
“Boston Looks Ahead” 


“Promoting the Port of Boston” 


WNAC 
Tuesdays —7:45-8:00 P.M. 


Sponsored by Boit, Dalton & Church 
Alley & Richards 


MATER ALS 
| METHODS 


Coast to Coast over 


WNAC, Yankee Network 


and Mutual Stations 


Sponsored by The Boston Globe 
Agency — John C. Dowd 


starting JULY 


kK. ORAL for YOU 


| Pencil Points’ accent on product 


nformation creates the first genu- Agency 


——~—_ ——~_ 


ne meeting ground for manufac- 
urer and building designer...the 


hortest distance between your | 
roduct and its market! Send for | INC 
ooklet “10 FACTS.” J : 


| 
PENCIL POINTS | Member of the Mutual Broadcasting System 

| 

| 


P OGRESSIVE ARCHITECTURE | 21 BROOKLINE AVENUE, BOSTON 15, MASS. 


A Reinhold publication 
3° West 42nd Street, New York 18, N. Y. 


Represented Nationally by EDWARD PETRY & CO., INC. 
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throes were better appreciated at;read by a boy sitting on a lonely|war, their feelings will not be | magazines complete with advertis- 


home, there would be far less need 
for the government or the services 
to appeal for support of the ship 
repair and other technical produc- 
tion programs. 

I believe that the security prob- 
lem ought immediately to be re- 
considered in Washington in the 
light of our present power on the 
sea, and the security formula, 
adopted before the Battle of Mid- 
way (when loss of a single ship 
shifted the balance of power), 
should be modified in the interests 
of explaining to a war-weary peo- 
ple the extent of the job ahead. 


Two Aims Suggested 


There are at least two things 
business men and advertisers ought 
to do for this war in the coming 
months: First, they should vow to 
write their new product copy with 
the thought in mind that it may be 


| Pacific 


atoll. Moreover 


tion programs which will be con- 
tinuing. 

Second, individual business men 
and corporations should tighten 
up their relationships with their 
employes in service. Write to them. 
Discuss the future with them. 
Bring them up to date on your 
peacetime plans. 

As reconversion gets under way, 
industry must accept its responsi- 
bility toward the men who are in 
no position to jockey for postwar 
security or to scramble for the first 
new products. 


Future Leaders in Ranks 


If the 6,000,000 who are to re- 
main in the Army and the millions 
in the Navy feel that they have 
been let down while finishing this 


ee Fasten. 2 
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On front porches in Mississippi. . . 


Folks turn first to - 


- NEW ORLEANS 


EPARTMENT OF LOYOLA UNIVERS! 


THE GREATEST 


SELLING POWER 


IN THE SOUTH'S GREATEST CITY 


50,000 Watts * Clear Channel * CBS Affiliate 


Represented Nationally 


by The Katz Agency, Inc. 


they | pleasant to contemplate. 
should keep faith in the post-V-E|ranks are many of the business | have a greater responsibility than 
Day period with the war informa-|&nd political leaders of the next 


In their 


generation. Their good will is not 
to be trified with. 

But if only for selfish reasons, 
alert business men will want to 
reabsorb their men who have been 
in service, for many of these men 
have occupied highly responsible 
positions, and acquired valuable 
contacts and experiences. 

A number of the men with 
whom I talked out here felt that 
they had been neglected by their 
prewar business associates. Many 
wanted news of their trade (I rang 
the gong on requests for ADVER- 
TISING AGE’s free Servicemen’s 
Pony Edition). They wanted to| 
know about their employer’s post- 
war plans. They looked for a letter 
giving some idea of the job that 
awaited them. 


Ask Letters from ‘Boss’ 


A house organ does not do the 
trick. Repeatedly I heard men 
say, “What I want is a letter from 
the boss, telling me where I 
stand.” 

Now that the Navy is proposing 
to ship large numbers of popular | 


ing to its battle fleets, copywriters 


ever to keep their material in good 
taste. 

Nothing is more strange to a 
B-29 pilot than to see a four-color 
ad proclaiming X’s engines as the 
“best in the world.” The pilot 
says that all B-29 engines are built 
to the same specifications, supplied 
by the Air Forces and enforced by 
Army inspectors. All B-29 engines 
produce the same result, whether 
they were built by X or Y. 


Brag Copy ‘Out’ 


Brag copy falls flat among fight- 
ing men. You don’t have to tell a 
Seabee what a bulldozer will do. 
He knows its capacity and its limi- 
tations. Nor need an airplane plant 
sing the glories of its fighter 
planes. The pilots out here know 
exactly what they will produce— 
and where they will let them 
down. 

Advertising men I have talked 
with out here feel that much of 
the color inks and pages could be 
put to better use if the institutional 
copy emphasized the war effort, 
rather than the particular product. 


There is no need for brag copy. 
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There are a million and one sg) 
cess stories for every manuf: 
turing plant in the country to 
had in the forward areas. {| 
facts of what American indusi 
has done speak for themselves. 


Fear Industrial Power 


Correspondents out here sy 
there is good evidence that {i . 
Japs feel that man to man they 
are a good match for American 
troops, but the Jap is cowed }y 
our industrial power. He is ter- 
rorized by the bulldozer. 

It seems to me that a dozen or 
more good advertising campaicns 
tied into war effort subjects might 
easily be arranged if some of the 
nation’s top agency men and sales 
managers could make a trip simi- 
lar to the trip I am now complet- 
ing. I am sure that they would 
see the stories as I have seen them, 
and sense the feelings of the men 
as I have sensed them. 

From the Navy’s point of view. 
it might prove a good investment 
to invite the agency and sales peo- 
ple to visit this area. Newspaper 
men travel and live largely at 
government expense. A top flight 
writer like Quentin Reynolds may 
produce a single story for Collier’s. 


over Tokyo, Nov. 24—UP-—I 
| Superfortress over Tokyo today, 


_ great Nakajima aircraft factory . 


Mac R. Johnson, who gave the world its first 


| eye-witness account of that epoc 


ing a 24-hour beat—thanks to a combination 
of planning and luck) is the newest member 


“ON BOARD A B-29 SUPERFORTRESS, 


the Japanese capital six violent fires were blaz- 
ing among the rectangular buildings of the 
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FOR THE NEW YORK HERALD TRIBUNE 
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© United a 
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press censor who, also by pre- 


arrangement, was waiting and ready. 


the other reporters wrote their 


stories after reaching Saipan, a communica- 
” tions breakdown had set in. But Mac John- 


son’s bit of history was fanning out from UP 


hal raid (scor- 


of the New York Herald Tribune's foreign 


correspondent staff. He has only his own rec- 


ord—with United Press—to rival. 


On that Tokyo raid Johnson 


ule as closely worked out as did the pilots. 
There were seven men representing news- 
papers, magazines and radio, Johnson figured 


the first planes out should be f 


climbed into “Little Gem.”’ There was a Varga 


girl on her hull... 


Right after “bombs away” over Tokyo, “Lit- 
tle Gem’s” pilot broke formation and was heli- 


bent for Saipan. His was the t 


land. Johnson, who had been knocking out his 
story on the return flight, knew there’d be a 
. suspected that 
all press jeeps would be pre-empted. Fore- 


scramble for transportation . . 


sighted Mac stepped from the 


arms of a waiting sergeant who led him to his 
own special jeep. In two minutes he was speed- 


Six-foot-two 
like a football 


had his sched- 


irst back—and 


Tribune. . 


hird plane to bor fleet hq in 


Marines to Sai 
B-29 into the 


tinue his fine 


in San Francisco . 
Japanese defenders . . , driven home the war's 
first heavy blow to Japan’s aircraft industry . 


. “We had outsmarted the 
” 


* * * 


Mac Johnson looks (and walks) 
player . . . works like tamed 


Herald Tribune correspondent Homer Bigart 
(who is a glutton for punishment). Born in 
Montana to Swedish immigrant parents, John- 
son studied at Brigham Young Universi'y 
(Utah) and the University of Missouri 
learned newspapering on the Pacific coast . 
became night city editor of the Salt Lake Ci'y 
. left early in ’42 to join the LP 
at San Francisco. 


His war corresponding started at Pearl H 


Nov. 42... took him on | 


early carrier raids of winter ’42-'43. He flew 9 
combat missions — including Tokyo, Tri 
Wake, Marshalls, Carolines . 


.. went with t 
pan and to Guam .. . cove! 


the Iwo and Okinawa invasions. He will c 


war correspondent’s record ° 


the pages of the 


bo eee 


Herald 
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circulation about 2,500,000. A key 
ad ertising man may place a 
schedule in dozens of publications 
with eirculation totaling tens of 
millions. 


Might Spark New Campaigns 


if agency people were to make 
this trip they might see many 
thrilling and helpful campaigns in 
the logistics and supply story. Cer- 
tainly, it would seem, the difficul- 


ties and importance of making and | 


transporting the goods would offer 
ideas for transportation people, ma- 
terials handling machinery firms, 
and for hundreds of others who 
are making and moving war goods 
to the front. 

It would help the industry be 
more realistic in its handling of 
war copy, too. Many times I have 
heard complaints that the pictures 
used in advertisements were posed. 
The men out here resent a picture 
of a clean shaven soldier, or a 
command post that is technically 
out of line. 

What is the war doing to the 
men who are fighting it? 

It would be impossible to guess 
what loneliness and frustration 
are doing. But there are many 
constructive changes taking place 
which cannot help but leave their 
mark. 

For one thing, there is insurance. 
The Navy has sold a life insur- 
ance policy to better than 97.5% 
of the men operating in this area. 
t is trying to get the other 2.5% 
100. 

Many will drop this insurance at 
the end of the war, but to millions 
ff others, it has been a lesson in 
rderly management of their finan- 
ial affairs which will last with 
them throughout their lives. 


Warning Signal for Radio 


Probably radio more than any 
ther medium will have to watch 
the temper of the returning serv- 
iceman. Out here, the Armed 
Forces Radio service brings him 
the best of the programs from back 
home, with no commercial, or for 
that matter, no sponsor credit. 

During the remaining hours he 
gets only what he wants on the 
air. The Western Pacific skywards 
are free from soap operas, nor 
have programs been interrupted 
with plugs for digestive pills. 

Beyond doubt the returning 
serviceman will readjust himself 
to commercial radio, but he may 
insist On some of the reforms 
which have long been discussed. 

I detected no evidence that the 
commercials are missed out here, 
nor, on the other hand, any resent- 
nent toward a commercial which 
joes not impose on the listener. 

It will be something of a shock 
to these men to return home and 
pay full price for cigarets and ad- 
mission prices for motion pictures. 
lt is a shock they will easily get 
ver. Rehabilitation will be less 
ficult than the psychologists be- 
lieve—if the home front plays fair 
nd doesn’t leave these boys to fight 
the war alone. 


Cowan Promoted 

Joseph B. Cowan, public rela- 
uons and contact man of Adver- 
Using, Inc., Ft. Worth agency, has 


veen elected executive vice-presi- 
lent, 


If it’s 
A TEST 


you want... 
TAKE 
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The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
a@ minimum cost you reach 
: urban and suburban popu- 
lation. 
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To N. Y. State Publicity 


Herbert C. Campbell, former 
city editor of the Albany Times- 
Union, has been appointed editorial 
director of the New York state 
publicity division of the Com- 
merce Department. 


WCPO Replacing WKRC 


Effective June 1, Station WCPO, 
Cincinnati Scripps-Howard station, 
has become the Cincinnati outlet 
for the Mutual Broadcasting Sys- 
tem, replacing WKRC, which has 
joined CBS. 


WARD Names Fuhrmann 

Philip Fuhrmann, formerly with 
the Blue Network and WMCA 
and WNEW, both of New York, 
has been appointed sales manager 
of DuMont television station 
WABD, New York. 


Joins Kane Advertising 


Edmund Kane, formerly in the 
service and production department 
of Roche, Williams & Cleary, Chi- 
cago, has been appointed vice- 
president of Kane Advertising, 
Bloomington, Ill. 
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. )tising Company, St. Louis. The 
Rowan Appointed |association plans to spend over 


B. G. Rowan, in sales and ad-/¢} 900,000 annually in magazines, 
vertising since 1924, and at one newspapers, radio and direct mail 
time advertising manager of Cud-/4, the importance of shoe care 
ahy Packing Company, Chicago, ond shee souair 
has been named radio sales man-|“*~ * vam. 


ager for the northern district of 

Westinghouse Electric Supply 

Company, with headquarters in i. ,) 
tent SIMPSON-REILLY, LTD. 


Publishers Representatives 
SINCE 1928 


SAN FRANCISCO 
RUSS BLDG. 


Shoe Ass‘n to D’Arcy 


National Leather & Shoe Finders 
Association, St. Louis, has placed 
its account with D’Arcy Adver- 


LOS ANGELES 
GARFIELD BLDG. j 


News 


News about a product, service, or company vital- 


News, Advertising. Readership Devoted 
to Building a Better Civilization 


i Your Busrness...ano Ours 


izes advertising —in fact is advertising. World news 


and its intelligent interpretation make THE 
CHRISTIAN SCIENCE MONITOR a great international 


daily newspaper that offers a compelling setting for 


your advertising. 


Advertising in the MONITOR goes into homes of 


thinking people of better than average income. 


There this advertising is read and acted upon by 


the youth as well as the men and women of these 


households. For’tangible returns on advertising, you 


Branch Offices: New York, Chicago, 
Detroit, Miami, Kansas City, 


San Francisco, Los Angeles, 


Seattle, 
London, Geneva, Sydney 


will find the MONITOR is in a class by itself. 

In 1944, this newspaper continued to add to its 
achievement of selling goods, services, and good-will 
—carrying the reliable advertising news of 1,596 
national advertisers and 16,917 local advertisers. 
You will find it profitable to invest advertising 
dollars consistently in this newspaper. 

Ask our nearest office for full information about 
the MONITOR MARKET.—THE CHRISTIAN SCIENCE 
PUBLISHING SOCIETY, One, Norway Street, Boston 


15, Massachusetts. 
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FC&B Realigns 
Radio Personnel 


Coordinating radio activity be- 
tween local clients and production 
centers, are: Vic Hunter and Al- 
bert Capstaff, Chicago; Jack 


as advisor on communications to 
Gen. Donovan. 

In his new position with CBS, 
Mr. Lowman will supervise tele- 
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“Times’ Want Ads Gain 
‘Despite Restrictions 
During the first four month. 54 
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Fawcett Survey 
Finds City Women 


|Meakin and Bob Nye, San Fran-|vision program production and| a | 1945. the New York Times ., @% } 
7 cisco, and David Taylor and Harry operations headed by Worthington | Turn t n 476,938 classified ads, 61,988 m + te 
as Cashman Quits Frazee, Los Angeles. Miner, as well as engineering re- oO Can Ing ‘than during the correspond s (( 
Hollywood, May 29.—With Ed-| Mary Noble replaces Bess Har- | search development, headed by Dr.| New York, May 31.—Women in| period of 1944. Although wart nc MM oncrs 
mund L. Cashman, vice-president | rison as Hollywood office manager. | Peter C. Goldmark. |urban communities have turned to| newsprint restrictions’ requir: 4 pat ing 
of Foote, Cone & Belding, and its | —-— | a be ge ve a ~ fact that — | space reduction of 25.7% in cla si- Mjabor, 
present radio head here, resigning | Lowman Retur t iT: +s of them cannot obtain up-to-date | fied advertising, the Times a; the 
July 1 to open his own production ely ve CBS ‘Directs Lee Advertising equipment and adequate freezing | able to serve 14.9% more indi id- ot fr 
office, the agency has announced | 4S Head of Television | R. L. Edgerton, formerly assist-| facilities, Fawcett Publications’) yal classified advertisers than jp he 
a realignment of personnel to fa- Lawrence W. Lowman, on leave | ant sales manager of the Trenton, |food and household reader forum |the similar 1944 period. farme 
cilitate radio operations. of absence from CBS since June,|N. J., division of H. D. Lee Com-|has disclosed. The Times also reports hat Mcutiin 
Don Belding, board chairman, | 1942, as chief of the communica- | pany, has been appointed adver-| Reports from more than 1,000|from January through April this Mat pr 
will supervise all operations in|tions branch of the Office of Stra- | tising manager at the company’s | Fawcett Women’s Group readers | year, it published 3,663 more .o]- plaine 
Hollywood. Radio managers for|tegic Services under Maj. Gen.| main office in Kansas City. He|who act as field co-editors show/umns of news than any other M mi‘tee 
the agency are: Paul Rickenbacker, | William J. Donovan, is returning} will direct advertising and mer-| that of the 85% who canned foods | newspaper. have | 
New York; Stuart Dawson, Chi-/|to CBS July 1 as vice-president in chandising of Lee work clothes, as/| in ie 25% oa a towns of cihdiniaarinatons 
cago; Mark Buckley, San Fran-|charge of television. A colonel in| well as advertising operations in|}more than 10,000, and 35% in . 
cisco, and David Taylor, Los An-|OSS, Mr. Lowman has been serv-|the Midwest for the company’s | cities of 100,000 and more. A total Brochure Tells History The 
geles. ‘ing recently in a civilian capacity | food division. of 39% of the co-editors live in| gnd Future of Wood from 
\the East, 31.6% in the Midwest, : ' tive 
/18.1% in the South and 11.3%| Timber Engineering Company, Mj 1, 
~~ lin the West. ‘’\Washington, D. C., engaged in rey 
a Of the 650 women who did home | W904 products development and 7 
canning last year, 91.8% put up | wood chemistry research, has js- “A " 
iz vegetables, 84% fruits. 71.2% |Sued a brochure, “The Forest In- @j °°. 
“HOW WKBB Gets jellies, 69.1% oichiien we others | dustries Blaze New Trails,” for the poe 
aw ; _ ‘reported canning jams, preserves, [information of executives, engi- ote 
Listeners For. 'marmalades, etc. Although 70% |neers and research men in the Mj7 
ow fl t e | had Victory gardens last year, they | woodworking, wood chemistry and sete 
me canned only 48% of their produce, | building fields. ’ | In vii 
= . : with 40% canning more than they The booklet describes the his- \ 
: 7 | het the year previously. The can- | tory of wood’s usefulness to man, § ail 
aa : lning of home-grown ‘vegetables |Current technological develop- owes 
- . . : = will be approximately the same | ments of wood as an engineering — 
bd : 0 ‘this year, the study indicates /medium, and as the raw material T . 
in u uque an — ‘since 70% intend to have Victory |°f Plastics and chemicals. ay 
5 we * |gardens again. Food freezing units order 
se Ng on on pusua are available to only 13% and) NBC Opens WNRE May 
'dehydrators to 4%. oe Ar 
_ Of the 85% who purchased new | _WNRE, now 50,000 watt short- air 
H| equipment, only 4% secured pres-| W@Ve ‘transmitter, operating or reas 
| sure cookers, making a total of | 5190 and 15,280 ke. has been Mj’ 
, an '25% who own such a unit. Other | 2dded by NBC to the five eas <a 
, 'purchases included such items as|it OW operates at Bound Brook, 
' |rings, tops, glasses jars and fun- N. J. NBC owns WRCA and Ri 
} nels. : a” WNBI, while the other three sta- 
J : tions, WNRA, WNRI and WNRX, In 
y or are owned by the government and @ ‘aw 
Heads Winnipeg Adclub operated by NBC. WNRE will be pest 
y : : ee beamed to Europe part of the @ the fe 
: “a Victor L. Cowie, advertising broadcast day and to Latin Amer- @ that 
i ofthe Bien, manager, Great West Life Assur- ion the remainder of the time maint 
, — A Sl tres Fin ance Company, has been elected dies , wr 
; Pe OTHE MARCH ieee = president of the Sales and Adver- 
i tonight ove:  —————— wr Yr May tising Club of Winnipeg. Seron Names Agency 
4 | ". SATURD 3 y) sp nba Og mw —__ n Seron Perfumes, New York, 
4 W KB t OF TIME es Coma a AY Lactors Yi AIG sone, Congress Names Amico maker of men’s and women’s toi- Year 
zy 10:30 te 11:90 & WKBB Pin ane, 2°d Orchestre GHD a rt Winn Daniel Amico has been appointed | letries, has named Modern Mer- @ 1941 
a director of sales of the Congress} chandising Bureau, New York, to @ 1942 
A | ae . 7 4 Hotel, Chicago. handle advertising. 1943 
* NEWSPAPER ADVERTISING is used by WKBB to WKBB's leadership in audience response is prove 1944 
sd | attract listeners to the WKBB programs. The by a November listener survey conducted by 1945 
‘ WKBB ee — vee! sed — ee, > Robert S. Conlan & Associates which showed that = “i 
‘! stitutional ads, selling the station and ifs public = the four programs with top audience ratings in 
Herc’ pais, Ho smal luge for Inigo, fhe Dubugus are ware al WEBB programs Th TRAE THE OPEN ROAD 
i newspapers is far in excess of any other station ‘atings for the entire survey period were . . . ia ee 
Be ke ER | AL ca = 
“fl i orge e fine or ubuqu | # creas 
: XT redo coverage ovale | Nt CARTOON CONTEST Boiss 
bd | 
MA ‘ , P It was some 20 years ago that Open Road for 
* JAMES D. CARPENTER — Executive Vice President BOYS initiated its cartoon contest — the first 
"e Represented by — HOWARD H. WILSON COMPANY publication to launch such a feature . . . The Issui 
| response then was overwhelming . . . It still Mai 
as | | is, for over 160,000 entries have been received BM pj;;<}, 
| to date! The latest contest BJ ic pr, 
\ produced 1374 entries! new 1 
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agemge 
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ON YOUR DIAL as 
ae Conc ‘iia vento 
> RARER oes — Page 
3 BLUE NETWORK STATION:---DUBUQUE IOWA $140. 
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PANTAGRAPH LAND FACTS | 
ING 
Market facts at a glance. Complete, easily access- The cartoon contest is but one of hus 
ible data that reveals the potential buying power of the sparkling, interesting and edu- \ 
this wealthy, Central Illinois market . . . up-to-the- cational features found in Open 
minute figures on population, number of families, Road for BOYS every month. It’s 
retail sales, farm income and effective buying in- another reason why it is the favorite CRI 
come. Brief, concise reasons why The Daily Pan- magazine of 275,000 teen-age boys. 1s 
tagraph is the logical—in fact, the ONL Y—medium Ip 
ae through which to sell this rich responsive market . 
ee... M4 ™ f 
4 —_ TRIAL with 84% coverage of McLean County, 71% cov- t ‘ Fy you want this per ode 
The Darl? Pautagrayh io’ erage of the Primary Trading Zone. — to your advertising 
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Represented Nationally by Gilman, Nicoll & Ruthman forward in tomorrow’s adult market, t 
then your advertising belongs in 
MEMO Open Road for BOYS—the FIRST 
~eaye PANTAGRAPH @@ LAND |" | 
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v. — il 4 ( 
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B ock Anticipates 
No Improvement 
in Paper Supply 


(Continued from Page 1) 


oncrs Of war. Instead of antici- 
pang a larger supply of this 
labor, normal return of prisoners 
their country will shrink this 
r pool. 

There is little hope that more 
ners may become interested in 
{ting pulpwood, Mr. Block said. 
At present ceiling prices, he ex- 
plained, the War Activities Com- 


lal 


mittee and supporting agencies 
have obtained all available now. 


Sweden a Speculation 


The great hope of pulpwood 
from Sweden is largely specula- 
tive, and Mr. Block doubts that 

supply will come fast enough 
yy in large enough quantities ‘to 
io more than fill the gap in pulp- 
wood and waste paper receipts.” 
He stated that yearly the paper in- 
dustry in the United States re- 
quires about 17,000,000 tons of 
paper, 10,000,000 of which is pulp- 
wood and 7,000,000 waste paper. 
In view of this fact, the 500,000 
tons of pulpwood expected from 
Sweden is highly inadequate, he 
showed. 

The demand of the armed forces 
will not subside, Mr. Block said. 
In fact, he pointed out, not one 
order has been canceled as of 
May 25. In addition to normal 
Army needs, we must now reckon 
with the newly-liberated war 
areas, and with China’s needs 
which we can now supply as a 
result of the capture of Rangoon. 


Reviews Domestic Receipts 


In reviewing receipts of basic 
raw material pulpwood for the 
past five years, Mr. Block gave 
the following figures to point out 


that it will take hard work to 
maintain and achieve adequate 
stocks for 1945: 
Imports 

Domestic (from 

Receipts Canada) 
Year tons tons 
| eee 14,200,000 2,300,000 
i a 14,900,000 2,200,000 
i ae 13,600,000 1,700,000 
eae 15,300,000 1,600,000 
1945 goal: 16,000,000 ? 


With this increased goal for 
1945, and WPB’s adverse report 
for the first four months of the 
year, Mr. Block fears a sharp de- 
crease unless redoubled efforts are 
made to increase production. 


Issues New Paper 


Materials Publishing Company, 
Pittsburgh, publisher of Corrosion, 
ls preparing the first issue of a 
new monthly publication, Material 
Movement, dealing with the man- 
agement functions of material 


= movement along with coordinated 


phases of receiving, storage, in- 
ventory, shipping and distribution. 
Page rate for a single insertion is 
$140. 


AN EXCEPTIONAL 
OPPORTUNITY 
is offered 
\ SUCCESSFUL ADVERTIS- 
ING SALESMAN OR A NEW 
|! USINESSMAN OF EXPERI- 
NCE AND PERSONALITY 


to represent 


{ITERION SERVICE — 
of the 
pping centers—(where 98% 


the 
retail 
of 
food and 85% of all drug prod- 


isumer medium 


Ss are sold)— 


calling on a selected list of the 
t and biggest national advertis- 
accounts in Chicago, Detroit 

1 Cleveland where much ground 

rk has been accomplished. 

ary, commission, and expenses. 


rite fully to 


RITERION ADVERTISING 
CO., INC. 
612 North Michigan Avenue 
Chicago 11, Illinois 


‘Report’ Moves to Sunday 


Continental Can Company, New 
York, sponsor of “Report to the 
Nation,” will move the program 
from its present Saturday after- 
noon spot to Sunday, 6:30-7 p. m., 
EWT, beginning June 17. The last 
Saturday afternoon program will 
be heard June 9. Format will re- 
main unchanged. 

The show will continue in its 
new spot for 13 weeks, after which 
a permanent evening time will be 
arranged. Agency is Batten, Bar- 
ton, Durstine & Osborn, New York. 


Rejoins U. S. Plywood 
Edward J. Maroney has re- 
joined United States Plywood Cor- 
poration, New York, as_ sales 
manager after service with the 
Navy. Previously Mr. Maroney 
was manager of the company’s 
Philadelphia operations. 


Armstrong Rubber 


Uses Newspaper 
Ads in 17 Areas 


New Haven, Conn., May 29.— 
Armstrong Rubber Company will 
launch an intensive newspaper 
campaign on June 4. Copy will 
appear five days a week in 23 
newspapers in 17 Armstrong mar- 
keting areas along the Atlantic 
seaboard. 

More than $60,000 will be spent 
on the series, which will consist 
of small insertions, during the next 
26 weeks. Purpose of the cam- 
paign is to familiarize the public 
with the Armstrong name and to 
promote Armstrong tires. 

Although details have not yet 
been announced, magazines and 
outdoor will be used in conjunc- 


tion with the newspaper series. 
Maxon, Inc., is the agency. 


‘Hackney Promoted | 


J. M. Hackney, sales manager of | 
the portable typewriter division of | 
Remington Rand, Inc., Buffalo, has | 
been promoted to general sales) 
manager of that division, following 
the recent WPB removal of re- 
strictions on the production of | 
typewriters. L. A. Newman has 
been named general sales manager 
of the commercial typewriter di- 
vision. 


Derwood Resumes Ads | 


The Derwood Mill, Derwood, | 
Md., manufacturer of dog food, | 
has resumed advertising, follow- | 
ing a wartime curtailment of pro- | 
duction. Copy is appearing in| 
Elks Magazine, Field & Stream'| 


57 


|}and Hunting & Fishing, promoting 
}a new 10-pound package. 


Henry 
J. Kaufman & Associates, Wash- 
ington, D. C., is the agency han- 
dling the account. 


MEMBER A.B.C. 


COWAN PUBLISHING CORP. 
342 MADISON AVENUE, NEW YORK 17, Y 


“Sometimes I wish she'd listen 
to something besides WJ] AR.” 


“Sometimes I wish she'd listen 


to something besides WRDO.” 


“Sometimes I wish she'd listen 
to something besides WCSH.’ 


“Sometimes I wish she'd listen 
to something besides WTIC,” 


“Sometimes I wish she'd listen 
to something besides WLBZ.” 


“Sometimes I wish she'd listen 
to something besides WBZ.” 


“Sometimes I wish she'd listen to something besides NERN” 


O MATTER 


they are, as long as it's in 
New England, radio listeners are 
held by NERN’s peak program 
and power impact. NERN’s 
power is several times that of 
any other combination in the 
region. NERN’s programs, with 
every station an adept local 
planner and an NBC affiliate, 


WBZ 
WCSH 
WIJAR 
WLBZ 
WTIC 


: 
J 


@ 


Frequency 


1030 


1080 
WRDO 1400 


Nationally represented by 


WHERE are similarly dominant. The 
region comprises only 2% of the 
total U. S. area but contains 
11% of the nation’s industrial 
workers. A quarter-hour of their 
attention can be bought during 
the day for only $292, with no 
plus for lines or for studio facil- 
ities in Boston, Hartford or New 
York. When you buy NERN, 
you buy a network. 


NERN STATIONS 


Watts 
50,000 
5,000 
5,000 
5,000 
50,000 
250 


Boston, Mass. 
Portland, Maine 
Providence, R. I. 
Bangor, Maine 
Hartford, Conn. 


Augusta, Maine 


970 
920 
620 


WEED & COMPANY 


New York, Boston, Chicago Detroit, 


San Francisco, Hollywood 


NEW ENGLAND REGIONAL 


aes, 4 oe Ship 7 \ % ; 


HARTFORD, CONNECTICUT 


1645 = e 
! n as 3 
2, , = 
rt ne “eee yt Wed 
z Pte : 
” 7 Verhagen is rt a 
I this ee heey < § et i 
“wis sane. One er 
LC — es ae 
) | ie Pe *adio eae 
deg 1 ~a ; ae 
| | nen een a - 
$F PS 
| | Tas Al a 
| AY Me | = ‘ = 
q | Re 
| . SR emma 
| | + 45 i ye N aa 
| | wy, AWA ™ —_ 5 . 
eS CUlaeer |) 'S: tT ASSN f' “i 
ee or t q th 7) aan 
AE | | | 7 \\ (= ae 
| | ik aa 
| Sas : \\ —_ . ce 
SS, ¥ We Lean ji? 
_ lll Rice mn aaa 
en ae z ee | Vv) sea eee 2 
ee ‘A. Me | »} <a ee es 
| Beans —— | Se eV Sr ne, ee 
4 en : | . ; Hy oa 
7 | © ieee ee 
| 4 mah a IN a 
1 a ’ a tale! SS ‘a 
x7 : ee 
, a am 
{s ae 
4 : a | | tas SUN) te | 7 
ee a \||'7 TWN : <= 
Nd) | j Z \mp \ : bei i? : 
Y | | Hike: ¥ Ln ae Gee. Ee = 
‘ LS NETWORK 
as te ED (eae) 
— ell TNL LIT LL -_ 
| Gee i a ee 
{ ee | 
_ ee 


_— 


Government Rules 


Threaten ‘45 Car 
Production Plans 


(Continued from Page 1) 
regulations that the effectiveness 
of broad policy changes in re- 
sumption of production of auto- 
mobiles, refrigerators and other 
civilian goods can be held up for 
weeks,” he stated. “Some mate- 
rials these industries will require 
are controlled by many different 
orders and no one in the agencies 
or in industry knows all the con- 
trols that must be loosened to 
make reconversion possible. The 
specific program authorized by 
WPB is throwing the spotlight on 
such governmental and other hin- 
drances to reconversion, 


“Manpower controls, designed 


to promote stability of employment 
on war jobs, should be discarded 
now to permit an immediate re- 
distribution of the national work- 
ing force. Many war industries 
whose output and employment 
soared with the war now face cut- 


backs and unemployment. Other 
industries—textile, rubber, sheet 
steel, lead and lumber—must 


quickly expand production to meet 
continuing, and in some cases, ex- 
panding military requirements and 
partial reconversion needs, if our 
total productive effort is to utilize 
available manpower quickly.” 


Manpower Controls a Hindrance 


Failure to eliminate present 
manpower controls immediately 
will continue maldistribution of 
workers for the double job ahead, 
Mr. Romney said. WPB recog- 
nizes its inability to manage the 
reconversion job from Washing- 


CHURCH PROPERTY 


Published Bi-monthly since 1936 at Milwaukee, Wis. 


ADMINISTRATION 


Devoted 


to the Design, Construction, Maintenance and Furnishing of 
Catholic churches, schools’and institutional buildings. 


ton and other agencies must fol- 
low this example if unnecessary 
reconversion unemployment is to 
be avoided, he pointed out. 
Another reconversion hindrance, 
he said, is Selective Service’s re- 
fusal to recognize WPB certifica- 
tions of worker-essentiality. “Local 
draft boards already are disregard- 
ing such certifications in the case of 
tool and die workers for reconver- 
sion and there is a similar threat 
to machine tool builders’ employes 
and to anyone assigned to a re- 
conversion job,” he asserted. 
Other bottlenecks he mentioned 
are: Lack of information received 
by many war contractors from 
military services concerning con- 
tract cutbacks and terminations; 
failure of the Surplus Property 
Board to set rules by which man- 
ufacturers can buy U.S.-owned 
equipment not in their own plants, 
and difficulties being encountered 
by manufacturers in getting their 
own machine tools released from 


/} war work when U.S.-owned equip- 


ment is available for substitution. 
Still another potential obstacle to 
prompt clearance of war machin- 
ery from auto plants is the dispute 
between AFL and UAW-CIO 


Tee farm south and 


Southern Agriculturist . . 


things we ask you to think about. 


The farm south and Southern Agriculturist . . 
as natural a combination as ham and eggs. 


Today both this market and this 
a new 


zine reflect a new vitality ... 


Read by more 
than 900,000 ' 
sevthern farm 

families. 


NASHVILLE 


. these 


are the two 


and Think About this Market 
...and this Farm Magazine 


tance to people who make things to sell. 


The 


market is better than ever before and steadily 
improving. And look at Southern Agriculturist. 


Its authoritative pages reveal its heightened 


advertisers. 


farm maga- 
impor- 


SOUTH 


value to its readers: 


GRIGULTY 


its broadened value to 


Bear these points in mind as you think about 
your post war sales, 


— 


Rist 


sal 


@ ATLANTA @ LOS ANGELES @ NEW YORK @ CHICAGO @ DETROIT 


unions over whose members are 
to do the work. 


PLANS 95,000 CARS 


Wilmington, Del., May 29.— 
Under the 200,000-car quota es- 
tablished by WPB, General Motors 
Corporation expects to produce 
95,000 automobiles during 1945, 
Alfred P. Sloan, board chairman, 
told stockholders today at the an- 
nual meeting. 

On the basis described by the 
GM chief, the company will make 
950,000 cars in its initial year of 
production. WPB has announced 
that the car makers will be per- 
mitted to produce only 10% of 
their total year’s output by Jan. 
1, 1946. 

The public can expect no $500 
automobile from General Motors, 
Mr. Sloan said, and the company 
will not attempt to produce a 
brand new car for about two years. 

As a part of its $500,000,000 
postwar expansion program, GM 
will construct a new Chevrolet 
plant, including an auto body sec- 
tion, at Flint, Mich., as soon as 
government regulations permit. 
Manufacturing capacity, it is un- 
derstood, will total 600 cars and 
trucks per eight-hour shift. 


‘Save Car’ Copy 
Gives Danny Kaye 
Conservation Plan 


(Picture on Page 63) 
Bridgeport, Conn., May 29.— 
Casco Products Corporation, peace- 
time manufacturer of the “pop 
out” automobile dashboard cigaret 
lighter, will use humorous color 
page advertisements in 20 June 


Sunday rotogravure sections to 
illustrate the importance of car 
conservation. 


Danny Kaye, motion picture and 
radio star, now appearing in the 
Samuel Goldwyn “Wonder Man,” 
is featured in a series of five pic- 
tures, with amusing captions, in 
which he demonstrates his “Kaye 
Konservation Kourse—a plan that 
|allows you to learn, re-learn or un- 
learn driving right in your own 
home with no wear and tear on the 


pee 
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family jalopy.” Each caption c yp. 
tains official Office of Defe ise 
Transportation warnings such as 
“unequalized brakes shorten ~ re 
life”; “repair automotive steer ng 
defects promptly”; and “dur ng 
summer months, tire wear and t :ar 
is twice as great as it is in wint: »,” 


‘Cars Must Last’ 


Col. J. Monroe Johnson, ODT jj- 
rector, is quoted in the advert) -e-. 
ment as saying, “Private auton)o- 
biles perform three-fourths of the 
essential local wartime transpo?! ta- 
tion service. These cars must be 
made to last!” 

The ad also features a caricature 
of Hitler driving a broken down 
car which readers will recognize as 
drawn by Arthur Szyk, who did 
the entire Casco series of nationa] 
ads last year. Copy states that 
the Casco lighter will not be avail- 
able until after the war. 

Casco has been turning out fuses 
for the 4.2 inch goon gun mortars 
and jellied oil bombs, and recently 
announced resumption of produc- 
tion of a limited supply of electric 
heating pads. Gray Advertising 
Company, New York, handles the 
account. 


Three Join Kane 


Rex Gentry, formerly in the 
electrical drafting department of 
Chicago Bridge & Iron Company, 
has joined Kane Advertising, 
Bloomington, Ill., as art director, 
Mary Danforth King, recently a 
copywriter with McCarthy Adver- 
tising Agency, Tampa, Fla., has 
joined Kane as copy chief, and 
Erwin Theobald, engaged in ad- 
vertising work in Bloomington, 


Crowell-Collier Publishing Com- 
pany, in~ Danville, Ill., has been 
named production manager. 


Gordon Joins Frey 


Dugald F. Gordon, formerly in 
the advertising department of Wil- 


son Brothers, Chicago, and _ re- 
cently released following three 
years overseas duty with the Army 
|Air force, has joined the copy de- 
|partment of Charles Daniel Frey 
'Advertising Agency, Chicago. 
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Agencies Urged fo 
Prepare for Video 
as New Ad Medium 


Detroit, May 29. — Widespread 
use of television as an advertising 
medium will come within five 
years after governmental controls 
on production of transmitting and 
receiving equipment are lifted, 
and pioneers in the field will be 
in an enviable position at that 
time, Winslow H. Case, vice-presi- 
dent of Campbell-Ewald Company, 
predicted last week. 

He made this statement follow- 
ing completion of a study con- 
ducted by the agency to determine 
the potentialities of television ad- 
vertising after the war and what 
the advertising industry might do 
now to prepare for its advent as a 
commercial medium. 

Stressing the fact that television 
is neither radio nor movies but a 
completely new method of expres- 
sion, Mr. Case said that its best 
utilization could be achieved only 
by thorough knowledge of the 
many requirements and few limi- 
tations of the medium. “This 
knowledge,” he averred, “can be 
acquired only through experiment- 
ation and experience.” 


Agency’s Course Set 


It was the realization of these 
tacts that brought about the 
agency’s study, “which has proved 
invaluable in charting a course 
that will permit us to take advan- | 
tage of television as developments | 
occur,” Mr. Case pointed out. He 
warned that, just as many clients 
and agencies are only now begin- | 
ning to understand radio, so also | 
will many begin to discover tele- | 
vision only after it has reached 
its adulthood. These will be re- 
sponsible for poor programming 
and poor audio-visual commercials, 
he said. 

“It is quite obvious that the key 
to good television production is 
good programming,” he said, in 
urging advertising agencies to start 
developing and training good pro- 
ducers and directors, who must de- 
velop with the industry. “A tele- 
vision director must know radio, 
movie and stage technique, illus- 
tration art and writing, and must 
be able to bring out the best per- 
formance from his cast.” 


May Set Up Department 


Campbell-Ewald, he said, is con- 
sidering the advisability of setting 
up a separate television production 
department if a continuing study 
of the medium discloses that this 
is the most efficient method of op- 
eration. It appears that a _ spe- 
cially-trained staff of writers, art- 
ists, announcers and directors may 
be necessary if the job is to be 
done correctly, Mr. Case said. 

While pioneer television adver- 
tisers may not receive any profit- 
able returns from sales of prod- 
ucts, they nevertheless will gain 
valuable experience in the devel- 
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opment of quality shows, he ex- 
plained, adding that a number of 
“alert” advertising agencies and 
their clients already are experi- 
menting in television broadcasting. 


Time Is Free Now 


“There are plenty of opportuni- 
ties for those who wish to get in on 
the ground floor and become fami- 
liar with the potentialities of 
audio-visual advertising,’ he de- 
clared. “It is possible to televise 
productions over several experi- 
mental stations which charge noth- 
ing for the time and are helpful in 
minimizing costs of programming, 
production and properties. The 
sponsor pays only for his direc- 
tors, script writers, music and cast 
and the costs of rehearsal time. 

“It appears that television will 
develop much as did radio with 
stations ‘popping up all over the 
country,’ mushrooming into exist- 
ence as fast as equipment can be 
purchased,” Mr. Case added. 


Ketchum, MacLeod Moves 
Ketchum, MacLeod & Grove, 
Inc., Pittsburgh, has moved its of- 
fices to the Chamber of Commerce 
building, 411 Seventh Ave. 


‘Cavalcade’ Hails 


Canadian Press 


Toronto, Ont., May 29.—High- 
lighting the war service of Cana- 
dian newspapers, the “Borden 
Cavalcade,” sponsored by the 
Borden Company, paid an out- 
standing tribute last week to the 
press of Canada. 

One section of the radio pro- 
gram, aired over the Dominion 
network of the Canadian Broad- 
casting Corporation, was _ built 
around the Canadian Press, which 
assigned Alan Randall, CP war 
correspondent, to work with radio 
script writers of Young & Rubi- 
cam in developing the material. 
Gerry Brown, former city editor 
of the Toronto Star, supervised 
the technical production. The pro- 
gram depicted the work of war 
correspondents, many of whose 
exploits were dramatized. 

The musical director of the pro- 
gram, Howard Cable, and the pro- 
ducer, John Crosbie, wrote a spe- 
cial song, “Pledge of the Press,” 
which was sung by Evelyn Gould, 
young Canadian star. Senator 
Charlie Bishop, former dean of 


the press gallery in Ottawa, was | 
heard from the capital, and opera- 
tions of Canadian Press communi- 
cations were demonstrated. 

The program, free of commer- 
cials, has been recorded by Young 
& Rubicam and is being made 
available to members of the Cana- 
dian Daily Newspapers Associa- 
tion for promotional use over lo- 
cal stations or before service clubs. 


U. S. Agencies Need 
Information Specialists 


The Civil Service Commission, 
Washington, D. C., has announced 
a need for information specialists 
and directors of information in 
several federal agencies for work 
in the fields of advertising, press 
and publications, visual presenta- 
tion and radio. 

At least three years’ experience, 
or combination of education and 
experience is required, and per- 
sons with a writing or publicity 
background, a knowledge of one 
or more foreign languages and eco- 
nomic, social or political knowl- 
edge of a foreign country are espe- 
cially needed. Application blank 


357 for these positions may be 


|obtained from any post office or 
| regional or national offices of the 
Civil Service Commission, 


Whitmore to Ayer 


Helen Whitmore, former adver- 
tising and radio copy chief on the 
Manhattan Soap Company account 
for Franklin Bruck Advertising 
Corporation, New York, and pre- 
viously continuity chief of WLAC, 
Nashville, has joined the radio 
writing staff of N. W. Ayer & Son. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war plants 
by the thousands daily — each copy read 
by many, and passed on from shift to 
shift — each copy working 24 hours daily 
to bring you coverage of today's best- 
spending customers . . 100,000 readers 
daily! 


* * (THE * x 
NEW HAVEN, CONN. 
JOURNAL-COURIER 


“Jim, turn over and quit mumbling in your sleep 


that Solid Cincinnati reads The Cincinnati Enquirer!” 


It’s something wide-awake space buyers are keeping in mind, today: The 
Enquirer is Cincinnati’s most interesting newspaper. Modern. Streamlined. 
Carries the nation’s top features. Constantly checked by reader surveys. 
The EF nquirer is the newspaper that reflects—and appeals to— the solid, 
substantial, thinking people of ssa you want to reach. As you would 
expect —The Enquirer carries more advertising linage than any other Cin- 


cinnati newspaper. 


Cincinnati 


The 


Enquirer is 


represented by 


Paul Block 


and Assoctates 
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OPA Seeks Price 
Lists, Catalogs 
to Check Industry 


(Continued from Page 1) 


consumer goods are supposed to 
come back on the market at prices 
close to the 1942 ceiling, and new- 
comers are to price their products 
on a level comparable with old 
timers. 


Calls for Three Copies 


The amendment 
manufacturers of consumer goods 
file three copies of their current 
catalogs’ and price lists with the 
district OPA office, and that man- 
ufacturers put OPA on their mail- 
ing list for any new notifications 
sent to the trade concerning prices, 
terms of sale, or changes in des- 
ignation for articles manufactured. 

As Price Administrator Chester 
Bowles has described the “recon- 
version pricing” problem, four dis- 
tinct situations are likely to oc- 
cur: Manufacturers seeking to 
price an item they made before 
the war, which other manufac- 
turers have continued to make; 


requires that | 


those resuming production of a 
prewar item that has been off the 
market; firms seeking prices for 
new models of prewar products; 
and the newcomer who did not 
operate before the war. 

In the first three cases, Mr. 
Bowles is anticipating little diffi- 
culty as the result of a “formula” 
which OPA expects to issue, en- 
abling firms to determine their 
own prices. The catalogs and price 
lists presumably would enable 


|OPA to police the result of this 


self-pricing system. 
May Ask Adjustment 


The prewar manufacturer re- 
turning with the same model may 
use his March, 1942, price, or go 
to a district OPA. office for an 
adjustment. The man with a new 
model will use a formula some- 
what similar to that used in fixing 
prices for wartime goods. Pro- 
visions will also be made for in- 
dustry-wide adjustments where 
necessary. 

The newcomer will be awarded 
a ceiling in line with those of his 
competitors “for the most nearly 
comparable product,’ OPA says, 
pointing out that this formula has 
been used throughout the war. 


Here again, the agency says, cata- 
logs and price lists submitted by 
other firms will assist reconver- 
sion pricing. 

The reconversion pricing prob- 
lem centers largely in metal-using 
industries, Mr. Bowles believes, 
particularly in the consumer du- 
rable goods fields. In 1941, when 
they were last in production, they 
accounted for 8%% of consumer 
expenditures, he frequently points 
out in an effort to establish that 
reconversion pricing is not too 


difficult a problem. More than 90% | 


of the items in use before the 
war already have ceilings, he says. 

Mr. Bowles states three “recon- 
version pricing” principles: (1) 
Prevent the postwar inflation 
which occurred after the armi- 
stice in 1918, when a short run 
price sag was followed by a rapid 
spiral in rents, prices and wages, 
only to collapse later; (2) encour- 
age full production and full em- 
ployment by establishing machin- 
ery which will prevent pricing 
from interfering with manufac- 
turers anxious to get started; (3) 
relax controls commodity by com- 
modity, industry by industry, rent 
area by rent area, as fast as the 
need for them ends. 


When these 
Ove miller | 


families 


ONE)*|DAY i 


REG. U.S. PAT. OFF. 


VITAMINS 
GET TOGETHER— 


their souls. 


vitamins. 


tions in the U. § 


VERY WEEK more than one million families turn 
to the pages of Our Sunday Visitor-Register Unit 
for news and information, guidance and inspiration 
—editorial material of a spiritual nature needed in 
achieving their goal in this world, the salvation of 


Through these same pages these families learn 
of the importance of good nutrition to normal good 
health, how vitamins are vital to good nutrition, and 
that a single ONE-A-DAY Multiple Vitamin Capsule 
supplies the basic daily amounts of eight different 


This consistent selling through pages that have 
the full confidence of their readers is achieved at a 


minimilline rate that is second lowest of all publica- 


ADVERTISING 
REPRESENTATIVE 


C. D. Bertolet & Co., Inc. 


30 NORTH DEARBORN ST., 
ROOM 803, 


CHICAGO 2, ILL. 


110 EAST 42nd ST., NEW YORK 17, N. Y. 


| Hooper, 


ABP to Ballot 
on Research Study 
and Data Needed 


New York, May 29.— Member 
publications of Associated Busi- 
ness Papers were asked today in 
a letter from Arnold Friedman, 
Chain Store Age, chairman of the 
ABP research committee, for their 
opinions as to whether there should 
be a “continuing program of busi- 
ness paper research.” 

The combined opinions will be 
presented at a meeting of repre- 
sentatives of the ABP, Association 
of National Advertisers, American 
Association of Advertising Agen- 
cies and National Industrial Ad- 
vertisers Association here June 14. 
Mr. Friedman asked for return of 
an enclosed questionnaire by 
June 7. 


Objections Listed 


At a recent meeting, he said, the 
ANA presented these objectives 
“which they felt should be the 
basis for any business paper con- 
tinuing study: 

“1. What per cent of claimed 
circulation actually reads a busi- 
ness paper? 

“2. Into what functional classi- 
fication do readers of a business 
paper fall? 

“3. What is the reader’s buying 
influence? 

“4. What is the degree of in- 
tensity, penetration, or thorough- 
ness of readership? 

“5. Where is the publication 
read—at home or in the office? 

“6. How thoroughly is the ad- 
vertising read?” 

Other Studies Being Made 

Mr. Friedman pointed out that 
newspapers and transportation ad- 
vertising are now being surveyed 
by the Advertising Research 


|Foundation, and that the founda- 


tion—which also would conduct 
the business paper study—is con- 
ducting a pilot study for farm 
publications. He cited the con- 
tinuing studies which Cooperative 
Analysis of Broadcasting and C. E. 
Inc., are making on radio, 
and general magazine studies by 
Daniel Starch, Elmo Roper, Co- 
lumbia School of Social Research 
and Archibald Crossley. “Many 
business paper advertisers and 
their agencies,” he said, “have ex- 
pressed a desire that such services 
be made available to the users of 
industrial, trade, professional and 
institutional publications.” 
Member publishers were asked 
to indicate, with their comments, 
whether the ABP studies should 
cover advertising, editorial ma- 
terial or both; whether an advertis- 
ing readership study should show 
readers both by “specific job clas- 
sifications” and by specific indus- 
tries or branches of industry, and 


their buying influence; which 
kinds of advertisements they read, | 
and how they read and use them; | 


NortHwest Passace —now all the way 
from New York-Detroit direct to Seattie-Portland! 


Mere — sn the air the (abled erade route be 
rween Adlancic snd Pax Nevthweu Pamage 


Ae Ae 


hag emenmal travelers 
the wih, dovect TOP FLIGHT. COAST-TO-COAST 


NORTHWEST AIRLINES 


Determaton and ronervatinns ot 100 be Michigan Avene Chwage—Teinphens: ANOwrm ()/1 


CROSS-COUNTRY — First insertion in 
Northwest Airlines’ four-week newspa- 
per campaign was this ad announcing 
inauguration of Northwest's coast-to- 
coast service. Newell-Emmett Co., 
New York, is the agency (AA, May 28) 


Faust to Manage 
MBS Central Division 


H. M. Faust, former director of 
the salvage division of the WPB, 
and previously with Curtis Pub- 
lishing Company, Philadelphia, for 
almost 25 years, has been ap- 
pointed manager of the central 
division of Mutual Broadcasting 
System, with headquarters in De- 
troit. 

Before joining the WPB in Sep- 
tember, 1943, Mr. Faust was for 
six years advertising sales man- 
ager for Curtis, serving that com- 
pany as manager of advertising 
in New York and Detroit, as man- 
ager in Cleveland of The Satur- 
day Evening Post, and as sales- 
man for the Country Gentleman in 
Chicago. In his new position with 
Mutual, he will cover operations 
in Pittsburgh, Cleveland, Akron, 
Buffalo, etc., and will report di- 
rectly to New York headquarters. 


Can Makers Institute 
Prepares Salvage Kit 


Can Manufacturers Institute, 
New York, has prepared for the 
WPB an advertising and publicity 
kit for chairmen of 15,000 local 
salvage committees in a program 
to overcome a shortage in salvaged 
tin cans. 

Only one of five tin cans used 
by civilians in 1944 was salvaged, 
which meant a loss of 800,000 tons 
of tin cans. The new program 
would double last year’s collection 
of 200,000 tons. Benton & Bowles, 
New York, is the institute’s agency. 


Joins Duncan Scott 


John D. Adams, formerly adver- 
|tising manager of Madsen gi 
Works, Huntington Park, Cal., 
|joined the Los Angeles ait 


which space positions have highest | Duncan A. Scott & Co., publishers’ 


readership; how much time is 
spent in reading an_ individual | 
business paper, and what editorial | 
features are best read. 


Miller to ‘N. Y. Times’ 


Charles Miller, formerly of | 
Storey, Brooks & Finley, 
joined the Detroit office of the | 


|New York Times. 


has Early 


representative. 


‘Shulton to Denne 


| branch of Shulton, Inc., New Yo! 
| has named A. J. Denne & C 


Shulton Canada Ltd., Canadi: 


| Toronto, to handle advertising 
American Old Spice a 
|Friendship’s Garden toiletries a 
|Leigh perfumes in that country 


The Diary of an Ad Man, by James Webb 


Young, captures the elusive me uman qualities 
which make advertising succe 
When the material in this bo ok first began to 
ADI week by week, i Advertis ing Age, the 
reader rest se Ww t ri For this is a book 
about advertising i business—ar { life—dif- 
ferent from any other ever “published. In it one 
the country’s t known advertising men has 
j j or eighteen months, what 
ugh and ead And {| 
gift for words, such wit 
as will o ake you want to read and 
she yo life! 
idely = has had 
: men ong for. - 


NEW BOOK 
PUTS SALT 
ON THE TAIL 
OF 
ADVERTISING 


The Diary of an Ad Man brings you a d 


tillation of his experience, and of the philoses 
which grew out of it It is a human docume 
of our times, ar " will, I predict, be refer 
to in = future s hist rical source mater 
in the business life e of our day It is a boe 
that will inspire you and excite you; that w 
make you chuckle ar m ake you mad; that 
e ay you divider ds ir able ideas, stimulat 
nking and pure enjoymer 

vant to put a copy of this fruitful book 
the hs of every man who has anything to 
with adver r or hopes to—because I k 
he will reli sh be th its contents and its handsor 


format. So I make you this offer: Send me yo 
order for & copy of The Diary of an Ad M 
today, and if you are not satisfied that it 


worth all i say, I will refund your money wit 
t questior The price is $3 per copy, po® 
| Send for it now G. D. Crain, J 
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Court Hears A&P 
Got Ad Allowance 
‘Jnder Oral Pact 


Danville, Ill., May 31.—Follow- 
ing a week-long recess in the 
anti-trust trial in federal court 
rere of the Great Atlantic & Pa- 
cific Tea Company, government at- 
torneys have resumed questioning 
food manufacturers concerning the 
advertising allowances and volume 
ciscounts they granted to A&P 
(AA, May 14). 

Trial was recessed to permit the 
government to substitute an at- 
torney for Richard B. O’Donnell, 
special assistant to the Attorney 
General, who was -taken ill. 

W. F. Redfield, president, Hills 
Brothers Company, New York, 
maker of Dromedary foods, tes- 
tified that his company had oral 
and written agreements with the 
chain in ’41 granting 3 and 4% 
ad allowances, respectively. He 
said that in ’40 his company had 
had a 5% agreement with A&P 
but had paid only 3% because the 
chain had not advertised enough. 


Agreed on 2% Discount 


Mr. Redfield said his firm then 
agreed to pay a 2% volume dis- 
count on 60,000 cases of citrus 
products bought by A&P, granted 
by Hills Brothers to avoid loss of 
A&P’s business because competi- 
tors offered lower prices. The dis- 
count was offered to no other cus- 
tomer because no others bought 
that much, he said. 

W. E. Dailey, president, Dailey 
Pickle & Canning Company, Sag- 
inaw, Mich., testified his company 
paid $1,016 in cash in ad allow- 
ances to A&P in 1938-40, and had 
paid only about $130 in ad al- 
lowances to other firms. He said 
A&P purchased more than half his 
firm’s output. 

Barnard Black, vice-president, 
Doughnut Corporation of America, 
New York, said his company gave 
A&P’s Boston office a one-cent 
per pound rebate on flour bought 
in Canada in 1939-40, in order to 
meet competitive doughnut flour 
prices, 


Tells of Company Sale 


Henry W. Shearing, Marilla, 
N. Y., formerly associated with 
Pierce Dairy Products Company, 
Buffalo, testified his company sold 
milk to the chain at a 5% dis- 
count until New York state fixed 
milk prices in 1934. Later, he 
said, his firm sold out to Weckerle 
& Sons, which government at- 
torneys sought to show was owned 
by the Dairymen’s League Coop- 
erative Association. The govern- 
ment believes the latter forced 
Pierce to sell out to Weckerle. 

Walter Jarmon, Virginia Dare 
Extract Company, Brooklyn, N. Y., 
who testified May 9 that his com- 
pany gave A&P an ad allowance as 
low as that given jobbers, has 
expressed concern that ADVERTIS- 
ING AGE reported that “another 
official” said this credit was not 
given to any other Virginia Dare 


customer in at least one area. 
Mr. Jarmon points out that the 
other “official” was not an em- 
ploye of Virginia Dare, but a dis- 
tributor of the firm’s products. 


Reveals Air Show 
Taste by Areas 


New York, May 29.—A varied 
geographical preference in radio 
shows is revealed in the recently 
released “Comprehensive Analysis 
of Radio Program Audiences,” a 
study made by the Cooperative 
Analysis of Broadcasting. 

In a new feature of the report, 
ratings of network programs by 
each of seven U. S. areas show 
that programs have definite sec- 
tional acceptance. 

Among the top 15 nighttime 
shows, for example, as reported 
by CAB, Walter Winchell had an 
18.8 rating in the Middle Atlantic 
area and a 10.7 count in the East 
North Central section; “Take It or 
Leave It” had a 15.7 rating in the 
West North Central states and a 
9.8 rating in the New England 
area. 

“Vox Pop” attained a 12.0 rat- 
ing in the West North Central 
states and a 5.6 rating in the South 
Central states; “Mr. & Mrs. North” 
was rated at 10.6 in the Pacific 
region and 6.9 on the East Coast. 
“Lux Radio Theater” attained a 
rating of 21.3 in both the New 
England and West North Central 
region, but only a 17.2 rating in 
the South Central section. 

The intensive sectional report- 
ing, CAB declares, is made pos- 
sible by its new 8l-city sample, 
said to be the most widely dis- 
tributed survey among the various 
areas ever used on a continuous 
nationwide basis. 


Dotted Liners to Golf 


The annual Chicago Dotted Line 
Club’s advertising agency invita- 
tional golf party will be held 
Thursday, June 28, at Elmhurst 
Country Club, Elmhurst, Ill. In- 
vitations to agency executives in 
the Chicago area are being mailed. 
Besides the program of golf with 
prizes, all past presidents of the 
club will be honored. Emil Stan- 
ley, Traffic World, is committee 
chairman. 


Campana’s Solitair 
Ad Budget Increased 


Campana Sales Company, Ba- 
tavia, Ill., this year is increasing 
the advertising budget for its Sol- 
itair cake make-up. Last year 
$109,790 was spent in magazines 
and several thousand more in ra- 
dio, through Wallace-Ferry-Hanly 
Company, Chicago. 

First brought out in 60 and 25- 
cent compacts about two years 
ago, Solitair is now, according to 
announcement ads in The Ameri- 
can Weekly and This Week Maga- 
zine, being marketed in new black 
plastic compacts, and is also avail- 
able in larger $1 size, the price 
including an applicator sponge. 


PHOTO-ENGRAVERS 


COLLINS 
MILLER & 
HUTCHINGS 


207 N. MICHICAN AVE. 


CHICAGO 


Clapham Promoted 


Herbert E. Clapham, for 20 
years advertising manager for 
Automatic Electric Company, Chi- 


cago, and its affiliated distributing | *' 
é ge ponent tree died here May 27 at New Rochelle | 


companies, has been appointed 
director of publicity for the Gary 
group of telephone manufactur- 
ing, operating and service com- 


| the John Budd Company, New 


SYLVESTER BLISH 


New Rochelle, N. Y., May 29.— 
Sylvester Blish, 60, president of 
York, newspaper representative, | 
Hospital. 

Former president of the News- 
paper Representatives Association 


panies, affiliated with Automatic|®f New York and of the associa- | 


Electric. 


Cincinnati Admen Elect 


Charles Butler, account execu- 
tive, Stockton, West, Burkhart, 
Inc., has been elected president 


of the Advertisers’ Club of Cin- 
cinnati. Others elected include: 
Vice-president, Karl T. Finn, Cin- 
cinnati Times-Star; secretary, 
Harry Ewry, J. W. Ford Company, 
and treasurer, Clifford Fox, Fox 
Sign Company. 


Ayer Names Burk 

Robert K. Burk has been ap- 
pointed assistant secretary and 
assistant treasurer of N. W. Ayer 
& Son, Philadelphia. He succeeds 
the late Allen T. Haas, who died 
May 25 after a protracted illness. 


tions in Chicago and Detroit, Mr. | 


|Blish joined Budd in 1911 after| 
|a previous position with Kennedy- | 
|Hutton & Co., Chicago magazine | 


representative. He was named! 
president of Budd in 1936. | 


FRED S. DEWEY | 


Cincinnati, May 29.—Fred S. 
Dewey, general sales manager of 
the Cincinnati Gas & Electric Com- 
pany, died of a heart attack May 
26 at Fort Mitchell, Ky. 


Magnavox Earnings Up 

Annual report of the Magnavox 
Company, Fort Wayne, Ind., for 
the year ended Feb. 28, 1945, 
showed net earnings at $626,737 
compared with $401,388 for the 
previous year. 


61 
Spadea Moves Office 


Spadea Advertising Agency, 
New York, has moved its offices 
to 270 Park Ave. 


A profitable 


STEP INTO ready made, expand- 
THE FUTURE '* market. Reach 


key men. They are 
planning today 
for the future. 


COMPLETE COVERAGE OF A BIG, NEW INDUSTRY 


EDITED AND 
PUBLISHED BY 
REX W. WADMAN 


2 WEST 45TH ST. 
NEW YORK 19, N. Y 


“HUGRESS 


ARTKRAFT* 


will enter the 
POST-WAR PERIOD 


with even a larger share of the sign business. 
This is evident from the tremendous number of 


inquiries from America’s leading merchandisers 


WE ARE NOW BOOKING QUANTITY ORDERS 


for delivery in the order received when production is resumed. 


THE WAR PRODUCTION BOARD ORDER L-29 


which prohibited the manufacture of neon signs, 


HAS BEEN REVOKED! PRODUCTION WILL START SHORTLY! 


We already have many necessary materials on 
hand, and expect to procure the other materials 


very soon. 


It is highly advisable to place your order at 
once if you have not already done so, in order 
to get a good position in our production sched- 
We are already able to supply samples 
delivery is 
especially to customers ordering the same signs 


ules. 
where 


Quick 


necessary. 


as before the war. 


Thousands of Artkraft* signs everywhere to- 
day, most of which have been up for many years, 
attest to their superior quality. 
exclusive features include Porcel- 
(raised out of the heavy sheet 


Artkraft’s* 
M-Bos’d letters 


fect neon (actual 


During the past 
foreseen 


Tires, 


White 


Pittsburgh 


ern Auto Stores, F 


Auto Store 
house, Lowe Bros. 


and actual business already booked with old and 
new customers, since announcing that 


steel background by patented process, and 15% 
more attractive and readable); 999/1000% 


per- 
average record); Galv-Weld 


frame construction (no rust, no vibration) ; and 
10-year guaranteed porcelain enamel. 


quarter century we have regu- 


larly served such leading merchandisers as J. C. 
Penney Co., Shell Oil, A & P Food Stores, West- 
‘rigidaire, Marathon Oil, U. S. 


Paint, Ford Hopkins Drugs, 
s, American Stores, Westing- 
Paints, Skelly Oil, Nash-Kel- 


vinator, Belk Stores, Ely & Walker, Ford, Empire 


Super Markets, National Refining, Mid-Continent 
Petroleum, Delco-Heat, ete. 


We, here at Artkraft, are proud of the part we have played in 
the war effort, and are happy to have just received the Army- 


Navy 


“E”. 


THE ARTKRAFT’ SIGN COMPANY 


900 Kibby St. 


SIGNS OF LONG LIFE’ 


FOR QUANTITY 
by 
The World's 


Y 


Largest Manufacturer of 
All Types of Signs 


| *Trademarks Reg. U. S. Pat. Off. 


Lima, Ohio, U.S.A. 


THIS COUPON 


BUYERS 


Name 
Firm 


I 
I 
l 
I 
1 
I 
l 
I 
I 
i 
I , 
1 City 


FOR YOUR CONVENIENCE 


<a es ee ee ee ee ee ee ee ee ee ee ee ee ee ee 
. 


The Artkraft* Sign Company 
900 Kibby St., Lima, Ohio, U. S. A. 


Please send, without obligation, full 
details on Artkraft* signs. 
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Ever Try To See Your Own Ears?.................... The National Cash Register Co. 


P : ‘ P ° McCann-Erickson, Inc. 
Sometimes it’s easier for someone else to mind your own business. 


Opportunity Has Only A Forelock....................... The National Shawmut Bank 


Doremus & Company, Inc. 


In Roman Mythology, Occasio was opportunity’s symbol; 
today it may be a bank. 


Human Wants Are Insatiable........................... J. Walter Thompson Company 


And that’s a lucky thing, because postwar we'll have _— 


to double our prewar consumption. 


She’s Got Four “B’s” In Her Bonnets!.................. Buick Div. of General Motors 


° ° ° Arthur Kudner, Inc. 
“B” stands for Buick — and “Buick powers the Liberator.” 


To Cook Steel—They “Pass The Salt”’................... International Salt Company 


, . Aubrey, Moore & Wallace, Inc. 
In this case, the salt goes into the cook. 


Your Voice Travels By Truck, Too........................ The White Motor Company 


26,000 telephone trucks for 26,000,000 phones — it’s a ne eT Ee 
“telephone-run war from factory to fox-hole.” 


Jack And His Fabulous Beanstalk Were Pikers!............... The Glidden Company 


: ‘ Meldrum & Fewsmith, Inc. 
His bean was just an overgrown vegetable; the soy 


is everything from a paint to a protein. 


Punishing A 1749 Water Thief............... ree ee Pere Bundy Tubing Company 


Brooke, Smith, French & Dorrance, Inc. 


Then it was larceny to put water in your home; 
now all you need is a pipe. 


NT Ae ee I TN ok vccctcsanneeeeannanerbatad Pitney-Bowes Postage Meter Co. 


' , , L. E. McGivena & Co. 
Where’s the nearest post office, mister? Seems it a on 


can be right in your office. 


y Not all of FORTUNE’s staff is listed on its masthead—not by some 
185 advertising pages. For each FORTUNE Editor has his opposite 
number among the agency men who create the advertisements 
that have made FORTUNE’s advertising illuminating and inspiring. 
Together, editors and advertisers record the progression of Ameri- 
can Business, and point an authoritative finger toward the future. 


FORTUNE—THE MAGAZINE OF MANAGEMENT—IS A STUDY OF BUSINESS FOR THE ENLIGHTENMENT OF MANAGEMENT 
MEN. 85% OF FORTUNE’s 175,000 subscribers are management men—and survey after survey shows that in FORTUNE 


the advertiser reaches management more certainly, more effectively, and more economically than in any other magazine. 
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Ajvertising Age, June 4, 1945 


PHOTOGRAPHIC REVIEW 


JURY LOOKS PLEASED—First prize winner in the McCandlish Awards for 

1945, which won $500 for W. E. Mattera, Yeadon, Pa., is surrounded here by 

the judges, who are, left to right: Frank R. Griffin, vice-president, Compton 

Advertising; Joseph R. Rollins, ad manager, Atlantic Refining; Adolph Treid- 

ler, poster designer; Mark Seelen, general art director, Outdoor Advertising, 
Inc., and F. Sands Brunner, poster designer. 


1 


DEMONSTRATION—At?t a recent meeting of the Minneapolis Adclub Jean 

O. Reinecke, industrial designer, partner of Barnes & Reinecke, Chicago, shows 

a combination television-radio and wire recording unit of his creation to 

Walter C. Strang, Olmsted & Foley, Ist vice-president of the club, and Alan 

Kennedy, assistant to the president of Northwestern National Life Insurance 
Co., and club president. 
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“Prvate Avtemobdes pertorm uuwee-tourths of the esermtal bocad 
wartime transportasion service. These cars mast be made to tna!” 
Gaidwyn Technicolor production con Ekteait Socaeas enews, Uneector of the Other of Delewse 
Transportation. So Casco persusded publicepwnied Denny Ba 
on er an to present the much-cilked-about “Kaye Konservation Kruse 
i ee pian Gat ina you to learn, Pro omen ding gt 
Se tear Donny Keys on the Pabst yous out heme with ac wear and tear on the family jaloppy. “Sucviv 
—— Biue Pibbon thow Friday nights ang i Midis dans ws eon onntideg” * byvicies Me. Kaye. "Stay 
a ot 10:30 p.m EWT over CBS. ees: ita pak bees Vou'll bike jt, And let Kaye Relp you keep 
your hand in . they'll be hamgng Danny Drivers m the morumg,” 


$ee Donny Koye in the Somuel 


med chi bs A car can't 
permed scram from x ber Yearly ¢,000200 curs 
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HOW 70 DRIVE A 4 CAR SAFELY! 


, ON THE CASCO “POP-OUT” DASHBOARD CIGARETTE LIGHTER 


homed olf cre wtrecd (lor mane (ta om) 


After the war...for your outomobile 


€ o ? “90 P-OUT DASHBOARD 
3, < , CIGARETTE LIGHTER 


look for the Casco 30-Heat Wetproof Electric Heoting Pod .. now bock in production. 


YE OFFERS KOURSE—Sunday roto sections in June will carry this color 
e, in which Casco Corp. features the importance of car conservation in 
Norous style, with Danny Kaye demonstrating his ‘'Kaye . Konservation 

e."" Gray Advertising Co., New York, is the agency. (Story on Page 58.) 


GERBER'’S Ze & 


Chicago and Southern Air Lines! 


$150,000 WAR BOND 
a i 
(pelle wise by Gerber's 


Aff MEMPHIS «ad The Joha Gerber Co. 
Lab Chicago and Southern 


SALUTE — In this large-space news- 

paper copy, John Gerber Co., Mem- 

phis department store, plays up the 

$150,000 war bond purchase made 

through the store by Chicago and 
Southern Air Lines. 


HELPER—A new point-of-sale display 
card to help promote the Craig Wood 
sportswear line of MacGregor Golf, 
Inc., Dayton, is this one, which carries 
out the red, black and white design 
used in the line's cartons. Both were 
designed under supervision of J. C. 
Butler, art director of Hugo Wagenseil 
& Associates, Dayton, the MacGregor 
agency. 


AT AWARD DINNER—In this group at the Erma Proetz National Award din- 
ner held in St. Louis May 21 are, standing, left to right: Mrs. Norrie Passino, 
chairman, award committee, Women's Advertising Club of St. Louis; Gwen 
Coe, Famous Barr Co. (honorable mention, copy); H. S. Gardner, Gardner 
Advertising Co., New York; Ethel M. Hurley, BBDO, Los Angeles (first award, 
radio); Bernice Fluke, Fuller & Smith & Ross, Cleveland (honorable mention, 
copy). Seated: Helen Gordon, Fran Murray, Inc., Cleveland (honorable 
mention, radio); Gladys Mako, Artstaff Studio, Minneapolis (honorable men- 
tion, art), and Leila Fraser Bon, free-lance writer, Minneapolis (first award, 
copy). (Story on Page 34.) 


MODEL SHOP—Another in Armstrong Cork Co.'s series of model stores, 

appearing in color pages in current national magazines, is this new-style 

men's wear shop, designed in collaboration with the National Association of 

Retail Clothiers and Furnishers. The design eliminates the usual counters, 
giving customers better access to merchandise. 


& 


GETS APPROVAL—June postings of General Paint Corp., San Francisco, are 

backing the 7th War Loan with the design being okayed here, the creation 

of Burton Durkee, vice-president of Botsford, Constantine & Gardner. Left 

to right are: Bailey Martin, Outdoor Advertising, Inc.; Sidney C. Rasmussen 

(seated), president, and R. D. Sullivan, vice-president of the paint company, 
and Mr. Durkee. 


a a * a 
DAMPENED ARDOR—New York subway riders, supposedly hardened to anything, have voiced so many complaints against 


this lush car card by Gantner-of-California, 
Gantner is forwarding new copy ‘at any early date, 
York subway showing of car cards.” 


San Francisco, the New York Board of Transportation has ordered its removal. 
"' says New York Subways Advertising Co., and ‘will increase its New 
Agency is Brisacher, Van Norden & Staff, San Francisco. 
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It takes readership to make advertising work most success- right 
fully . . . and The Sun’s food pages have been rated by The 
: F P ? ‘ lun W 
Publication Research Service as being the most widely and 
read of any among newspapers they have studied!* “Lik 
to giv 
doubt. 
. . . . . “Da 
*Pyblication Research Service has been making studies of newspaper tively 
° ° si > ne ac 
reading for fifteen years; 79 of these studies have been published during Wh; 
; _ > >, ° ” Fibbe: 
the past six years as ‘‘The Continuing Study of Newspaper Reading shoot 
(conducted by The Advertising Research Foundation of the Association of 
National Advertisers and the American Association of Advertising Pn 
Agencies, in cooperation with the Bureau of Advertising of the American — 
Newspaper Publishers Association). These studies show percentages of to con 
women readers who read the food pages range all the way from 
80% down to 50%. The Sun’s food pages, in an independent study > 
made by Publication Research Service, were rated 82% and 86%. — 
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